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Gladys the beautiful reception- 
t+ cays the girls at home would 
», delighted to pitch in even 
rarder on the waste paper salvage 
ampaign if they were sure they’d 
et a few more facial tissues out 
~ v Y ¥ 

If the Cards and Browns con- 
inue on their merry way, you can 
a revival after forty years 


2x Pet l . 
f that one-time popular favorite, 
‘Meet Me in St. Louis, Louie.” 
— a 
Chicago celebrated the fortieth 


bnniversary of its first world’s fair 
by h aving another, and St. Louis 
vill observe the fortieth anni- 
ersary of its world’s fair with a 
world’s series. 

v 7 | 


The Bretton Woods monetary 


nference seemed to indicate that | 
vhile everybody is interested in | 


money, not even the experts are 
juite sure that they understand 
ach other’s discussions of it. 


. S 


Schenley is going into the peni- 


illin business, and wants no 
racks about supplying an effective 
ntidote for some of its other even 
more popular products. 
yvvy 

A.C. Nielsen hasn’t reported yet 
yn increased sales of packaged 
iquor in that Eastern Kentucky 


rea where going to church means 
laying with a bunch of untamed 
attlesnakes. 


7; = oS 


The ADVERTISING AGE __ story 
out the Pabst competition said 
that entries were supposed to be 
ritten in English, but that one 

submitted in Braille. It may 
have come from that little country 
ext to Ruritania. 

v ¥ v 


“Heads Darling Design” is the 
aption of a news item in ADVER- 
MsING AGE, and if you didn’t know 
€ principals you might think the 
eminine influence in _ headline 
ling is growing. 
v v v 


The CBS compilation of national 
ivertising expenditures credits 
erican Weekly and This Week 
the magazines, which is all 
sot with them but may make 
newspaper publishers toss 
ly on their little 


v v v 

Elmer Wheeler compares extra 
with the clicking of the 

arber’s scissors, but all bets 
t if the 
nick out of the customer’s 


~~ o& © 


hortage of popular 
irets has given the 
ent makes a 
n the world’s largest sam- 
impaign at no extra cost. 


less 


v "¥ ¥ 


American Legion will 
; waste paper drive in Sep- 
and publishers fervently 
e WPB will get their fig- 
fore setting paper quotas 
fourth quarter. 

v v v 


4A’s program of “under- 
’* Fred Gamble explains, 
1 that “because we intend 
in as well as give out.” 

is going to be a terrific 
) the public relations boys. 


Copy Cus. 


HERE'S Freshest Flavor Ever-in 
NEW GOOD LUCK MARGARINE ! 


= 


(e000 LK margarine 
Feechesl Flavor Ever! 
IMPROVED—A "better than ever’ 


Good Luck margarine is featured in an 

extensive newspaper campaign break- 

ing this week in 67 markets throughout 
the country. 


Aggressive Drive 


Luck’ Margarine 


Chicago, Aug. 10. 
lar newspaper advertising cam- 
paign in 67 cities, breaking next 
week, will herald the introduction 


A spectacu- 


margarine by the John F. Jelke 
Company, it was announced today. 
Details of the new product and the 


|vealed at a 


supporting campaign will be re- 
sales meeting to be| 


held at the Medinah Club next 
Monday and Tuesday, at which a 
number of distributors in nearby 


territories will also be in attend- 
ance, 

Heavy increases in margarine 
sales, plus the development of a 
new and flavorful product created 
through widespread consumer and 


laboratory tests, are responsible 
for the expansion of Jelke adver- 
tising, in which newspapers will 


supplement the aggressive poster 
advertising now being shown in 
behalf of Good Luck margarine. 
Much of the newspaper copy will 


the company to continue the ap- 


white | 


scissors happen to} 


brands | 


chance to 


put 


pealing presentation of tempting 
|dishes which has characterized its 
| advertising heretofore. 


Field Tests Employed 


: ‘ 

| The new product is based on 
|field tests by market researchers 
land the work of a number of 


|domestic science kitchens. Blind- 
|fold tests of consumer reactions 
|}to the improved Good Luck mar- 
garine, as compared with other 
|brands and the older product, 
| were extremely successful. James 
(Continued on Page 56) 


Pushes New ‘Good 


of a new and improved Good Luck | 


be four-color rotogravure, enabling | 


Asks ‘Controlled 


Decontrol.’ Read ‘Post- 
war Planning,’ Page 38. 
| Other features: 


Ad-libbing 12 


Business Paper Linage 42 
Editorials 12 
Feature Page 4! 
Getting Personal 46 
Information for Advertisers 12 
In Washington 18 
Obituaries 58 
Photographic Review 61 
Private. Lines 59 
Rough Proofs | 
Voice of the Advertiser 26 


Ad Support of 
War Loan Drives. 


‘Victory Doubles Ad Pages 
“Aid Postwar Exports 


Hits Record Peak ee man 


EP 
Total Contribution sigs Feotheriat 
$24,981,670; Weekl@8j-mm= iy eh ¢ 
Make Big Gain | ; 


Washington, Aug. 9.—After five 
all-out war bond drives, the con- 
tributed advertising force behind 
Treasury financing activities con- 
tinues to mount, officials reported 
today, as 5th War Loan media 
figures revealed that the recent 
$16,000,000,000 drive was sparked 
by the largest and most intense 
promotional effort in history. weer wea | 
Paper shortage, politics and tim- | 
|ing problems notwithstanding, 
| they went way over the top of any 
| previous newspaper and periodical = 
| figures, and held radio and out- 
|door assistance level. 
| With a 12.9% curtailment in| 
newsprint, newspaper advertising | 
was 18% above the 4th War LOO, | 
particularly significant gains tak- 
ing place among weekly newspa- 
pers. War bonds made an im-| 
pressive showing in classified lin- 
age, a new development during 
the 5th War Loan drive. 


to quither, eesier, more 


aifitient housmhal’ cleaning 


thew you heve ever known 


NEW EUREKA VACUUM CLEANERS 


| 
{ i 
ewe - me | 


SALES COPY—Signed by Eureka's ex- 

port company, this current Victory ad 

passes up an institutional story to hit 
hard for potential postwar sales. 


Studebaker Turns 
fo Direct Dealers 
for Postwar Setup 


Breaks Down Figures 
Treasury has supplied a figure 
of $24,981,670.55 as the total ad- 
vertising contribution to the drive, 
but it breaks down like this: Daily 
newspapers $6,656,225.66; weekly 


aetna cadie 4s eae 
}ads 72, ; radio ‘ ‘ “1 wee 
general magazines $1,578,682.50; | . goer age 0 a agg Ae ed 
loutdoor $1,076,838.39; business|? ™@Jor Ssnurt of Ms vist ution | 
publications $789,990; and farm setup “to take full advantage of 
magazines, $375,450. | postwar opportunities, _the Stude- 
These 5th War Loan figures may | baker Corporation will disclose 
be compared with the figures for| Monday that it is substituting 
the previous drive, held last win- | |direct dealers for its present sys- 
ter: Daily newspapers $6,085,-|tem of merchandising through 


distributors. 
The new 
full operation 


005.51; weekly newspapers $1,764,- 
235.60; radio $12,800,000; general 
magazines $1,521,200; outdoor $1,- 


plan will not go into 
until a year after | 


409,300; business publications | automobile production has been 
$763,000; and farm magazines} resumed, Paul G. Hoffman, Stude- 
$323,280. baker president, explained. For- 


Ted R. Gamble, national direc- | mer distributors, except for a few 
(Continued on Page 56) (Continued on Page 55) 


Last Minute News Flashes 
Networks to Carry Democratic Party Talks 


| New York, Aug. 11—The Democratic National Committee will spend 
| most of its $3,000,000 campaign fund in network radio through Biow 
|Company, said J. Leonard Reinsch, radio director. A series of talks 
| will be broadcast over different networks at different times, mainly 


in October. Expenditures of the CIO, state groups and others for 
| Democratic candidates will be in addition to the above figure. The 
Republican National Committee has signed with Mutual for a series 


lof nighttime network broadcasts for 


three weeks in October, 
| Duane Jones Company. 


through 


Trio to Launch Drive Among Soldiers Overseas 
New York, Aug. 11.—Harold Thomas, chairman of the War Adver- 
tising Council, Peter Odegaard, Amherst College professor who helped 
organize the war savings program, and Frank Isley, Michigan war sav- 
ings chairman, will fly to Europe for the Treasury next week to launch 
a war bond sales and advertising program among U. S. soldiers in 
France and Italy to combat inflation, and in England to improve inter- 
national relations by syphoning off some of the Yanks’ extra dough 


BBDO to Handle Dubonnet Advertising 
Los 


Angeles, Aug. 11.—Cresta Blanca Wine Company, which earlie: 
this year named Batten, Barton, Durstine & Osborn for Cresta Blanca 
wine, has appointed BBDO to handle Dubonnet wine and vermouth 
effective Sept. 1. 

Plans Outdoor Campaign for WAC 

Washington, Aug. 11.—The War Department will launch a nation- 
wide outdoor poster campaign for the Wac the end of September 
Outdoor expenditure for the Wac is reported to be $300,000 of the 
$5,000,000 total for the fiscal year started July 1 


Circulation of OWI 
Picture Magazine 
Nears |,000,000 


BY LAWRENCE M. HUGHES 

New York, Aug. 10.—As victory 
over both Germany and Japan 
draws closer, Victory is becoming 
less an instrument of political 
propaganda and more a means of 
American product export sales. 

With the ninth issue of this OWI 
bi-monthly picture magazine, to 
be delivered in late fall, said Sam- 
uel I. Williamson, chief, Bureau of 
Overseas Publications, the number 
of advertising pages will be in- 
| creased from the present 10 to 20. 
| With the 12th, to be delivered late 
|next spring, advertising rates are 
| being stepped up to $4,500 a black- 
|and-white and $6,500 a four-color 
page—on expected distribution of 
more than 1,000,000. 

Circulation of the eighth issue, 
soon to be delivered in six lan- 
guages to at least 21 lands, will be 
885,000. This is nearly 600,000 
more than Victory’s first issue, 18 
months ago. It is 450,000 more 
than the first “advertising” issue, 
a year ago. 


French Edition Soars 
“Distribution changes as war 
conditions change,” Mr. William- 
son explained, ‘‘but the magazine’s 
impact continues to widen and in- 
tensify. Invasion of France, for 
example, has increased the French 
language edition of No. 8 to 250,- 
1000, with 64,000 to be distributed 
in France itself. About 225,000 
copies in English will go to Aus- 
tralia, New Zealand, South Africa, 
Egypt, Syria and other countries. 
The Italian edition will be 170,000; 
bo ogre 80,000; Portuguese, 70,- 
000; Arabic, 90,000.” 

In virtually all countries Victory 
is now sold on newsstands at the 
| oney e equivalent of 10 cents. 

Of the 20 advertising pages to 
be permitted, five may be in the 
form of 10 half-pages. Current 
| Victory advertisers are Beech Air- 
craft, Eureka Vacuum Cleaner, 
Goodyear Tire & Rubber, Higgins 
Industries, Norge, Philco, RCA, 
Remington Rand, Sheaffer Pen, 
and U. S. Steel Export. Of these. 
Beech, RCA and Remington Rand 
are “regulars.” All advertisers 
thus far have placed through their 
domestic agencies. 


Seeks Selling Copy 


Crowell-Collier Publishing Com- 
pany, which publishes Victory in 
collaboration with OWI, is trying 

with some succes to get ad- 
vertisers to switch from institu- 
tional to selling copy. Instead of 
telling about war work, Eureka. 
for example, employs the head- 
line: ‘Good News for Women All 
Over the World! Now you Car 
look forward to quicker, € e! 
more efficient household clear 
than you have ever 
with i ne E eC} 
cleaner 

A ) n € € I 
page tells distril 
h hey may ge f 
fr cnise } { 

n ne € 
ritter f ‘ 
Eureka f 

‘ Bef é I 1 
on pe t u é 
Ameri ma 
consume at i 1 j 
reated build good vill nd 
understanding for Ameri it wal 


but it is helping now to create 
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2 
acceptance of and desire for 
American products after the war. 


Paves Way for Trade 


“Eric Johnston, president of the 
United States Chamber of Com- 
merce, recently emphasized the 
necessity of providing employment 
for 10% 
through export. To maintain pros- 
perity we may have to treble our 
export business from a prewar $3 
billion a year to $10 billion. Vic- 
tory is helping to pave the way 
for this.” 

The magazine was launched as 
America’s “reply to the very suc- 
cessful German Signal,” said Ken 
W. Purdy, editor of Victory 
throughout its expanding and 
sometimes turbulent career. “It is 
an attempt to explain America 
to foreign audiences graphically 
and honestly. It does not shoot at 
short-range objectives nor engage 
in immediate counter-propa- 
ganda.” 

Whereas private, domestic pic- 
ture magazines go in heavily for 
bigness and glamor, Victory is 
“more likely to run a story about 
a small-town newspaper editor 
than a big city industrialist. We 
take pains to refute the reiterated 


of our postwar workers | 


Nazi line that America has noth- 
ing of cultural value to contribute 
to the world. We like stories that 
offer popular technical informa- 
| tion, particularly on developments 
| since 1939.” 


Material Carefully Screened 


Instead of being concerned 
wholly with America, each issue 
usually carries material on another 
| United Nation: a story on a Chi- 
nese battle, a British military 
exploit, a Cuban art show, or 
whatever. ‘We try not to boast,” 
Mr. Purdy emphasized, “and all 
material is carefully screened to 
avoid inclusion of anything that 
might be offensive in any area. In 
addition to all this, we seek to 
| give the buyer his money’s worth 
| of entertainment and information.” 

The 24 editorial features of Vic- 
|tory, No. 8, range from “The At- 
tack in Italy” and “General Still- 
well Fights On in Burma,” to 
stories about Thomas ‘Jefferson 
and George Washingon Carver, 
| Negro scientist, and from “New 
Orleans, Metropolis of the South,” 
to the University of California and 
| the Boston Museum of Fine Arts. 
| Other features are on rocket guns, 
rubber lifeboats, wartime seed 


| production, the X-ray as an indus- 
| trial aid, Chinese children’s art, 
| etc. 

Victory apparently has a win- 
ning way with readers. Circula- 
tion in Australia, originally 20,000, 
free, has mounted to a demand for 
125,000 for No. 8 and 168,000 for 
No. 9—paid. In Turkey sales are 
| said to be larger than those of any 
|other domestic or foreign maga- 
zine. In Portugal, North Africa and 
elsewhere, demand is reported to be 
far greater than supply. A radio 
commentator recently pointed out 
that in the first two days after 
Victory went on sale in Madrid 
(beside Signal on the newsstands) 
10,000 copies were sold. 

In a recent letter to Elmer 
Davis, director of OWI, Edward 
Stettinius, then Acting Secretary 
of State, said that his department 
had received more than 500 re- 
ports from allied and _ neutral 
countries on the effectiveness of 
such OWI publications as Victory 
and U. S. A., a pocket-size maga- 
zine. 

The OWI people believe that 
Victory today is paving the way 
for bigger business abroad tomor- 
| row. 


John M. Lupton Forms 
Advertising Agency 

John M. Lupton, for the past 
eight months advertising and sales 
promotion manager of Associated 
Business Pa- 
pers, has formed 
John Mather 
Lupton Com- 
pany, an adver- 
tising agency 
specializing in 
industrial ac- 
counts, at 420 
Lexington Ave., 
New York. 

Before  join- 
ing ABP, Mr. 
Lupton was 
public relations 
director of Acheson Colloids Cor- 
poration, Port Huron, Mich., and 
advertising manager of Robins 
Conveyors, Inc., Passaic, N. J. 


J. M. Lupton 


To Join Henri, Hurst 


E. F. (Bud) Hascall Jr., account 
executive with Young & Rubicam, 
Chicago, will join Henri, Hurst & 
McDonald, Chicago, effective 
Sept. 15. 


The only 


plastics’ 


paper! 


. the only ABC plasties paper 
. the authority on the subject i 
. the established institution in its field i 


= 


It is more than a boast to say that MODERN 
PLASTICS is the only ABC plastic publication. 
It is information that means much to every 


advertiser. 


It means, for one thing, that MODERN 
PLASTICS’ readers think enough of it to pay 


$5. 


00 a year to get it. 


And the reason for this is that MODERN 
PLASTICS is authoritative. 


Its readers know that they get news first in 
MODERN PLASTICS. They also know that the 


news is not sensational, but factual — that once 


act 


on it with tull assurance. 


MODERN PLASTICS publishes it, they can 


Editorially, MODERN PLASTICS does a 
twofold job. One: it is primarily directed at the 
users of plastics — the important industrialists 


in all fields of light and heavy industries, who 


are buyers of plastic materials in both raw 
and finished forms. That is why you will find 
the leading molders, fabricators, laminators, 


and extruders as well as raw material suppliers 
among MODERN PLASTICS more than 400 


advertisers. 


Two: MODERN PLASTICS covers the plastics 
industry about as completely as any paper 


ean cover an industry. A recent check showed 
that 98% of the members of the Society of 
the Plastics Industry’s Pioneer Group — 


leaders of the industry — are paid subscribers. 
That is why the rest of MODERN PLASTICS 


advertisers are makers of everything used in 


plastics, from presses to files, including 


electronic equipment, work gloves and models. 


MODERN PLASTICS ABC standing is a 


reflection of its position among plastics users 


and makers. It bears incaleuable weight for any 


one interested in reaching the plastics markets. 


ERN 
LASTICS 


rm 


. one of America’s great industrial publications! 


MAGAZINE 


Chicago ° 


PUBLISHED BY MODERN PLASTICS, 
122 EAST 42nd STREET, NEW YORK 
Cleveland « 


Washington * 


MEMBER AUDIT 


BUREAU 
OF CIRCULATIONS 


INC. 
7, &. ¥. 
Los Angeles 
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Coca-Cola, Buy ng 
14 Midwest Uni, 
Owns 49 Boftler: 


New York, Aug. 10 Nit 
acquisition of a majority 
in LaSalle Securities, Inx ) 
operates 24 bottling and trib. 
uting corporations in 
Michigan, Ohio and Wj Si? 
Coca-Cola Company now trok 
about 49 of its 1,048 bottlers 
the United States, Felix M. Cost 
vice-president in charge of sdyey. 
tising, told ADVERTISING Ac) 

The 24 midwest propert ha 
been controlled primarily by A. p 
Freeman, who continues a 
Cola bottler at New Orle: 

In addition to the 49 tlers 
Coca-Cola now controls about | 
subsidiary warehouses, b 
bottlers. 


Not Seeking Contro! 


Although many of the bottlin 
companies acquired by Coca-Col; 
Company since 1922 are in large 
cities, such as Baltimore, Boston 
Columbus, Oakland, Pittsburgh 
Portland, Ore., Salt Lake City, Sa 
Francisco and Seattle, Mr. Costa 
emphasized, there is no tren 
toward increasing “company” con 
trol. 

Bottlers have been taken over 
he said, because of bad manage 
ment, inadequate financing, illness 
| death or other factors. The com 
pany plans to resell in each in 
stance when qualified buyers arg 
found. “The whole structure of 
the Coca-Cola bottler organiz 
tion,” he pointed out, “is based 
ithe fact that the bottlers operatd 
las independent business men ir 
| their localities.” 

Although Coca-Cola _ Expor 
Company, which before the war 
sold in 72 countries, operates many 
bottling plants on its own, the 
company also is trying to attract 
local capital in these areas. 


E. F. Hamm Jr. 
Joins WPB Statf 


. F. Hamm Jr., publisher of 
| Traffic World, Chicago, was swo! 
|in last week as consultant with tl 
magazines and periodicals sectio 
of the WPB printing and publish- 
ing division. 

On leave of absence from his 
publishing duties, Mr. Hamm wi 
leave immediately for Washing- 
ton, D. C., where he will make ! 
new headquarters. For the pas 
two years he has been active 
chairman of the ABP promot 
committee and at present is 4 
member of the association's x 
ecutive committee. 

Made Sales Manager 

Fred J. Harm, with the WJJD, 
Chicago, sales staff for the past 
eight years and prior to that ac- 
vertising manager of Kremoia 
Company, has been’ appointed 
sales manager of the station 


SHOW YOUR SKILL In Getting Som 


Vital War Message Into Every /iece ° 
Printing. 


| SAUGERTIES, N. 
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LUNCH TABLE 


TOPICS 


Selected from August 15th, 1944 


Modern Industry 


ing a single profit for all 
marketing functions be- 
tween factory and con- 
sumer. » » Independents will 
be less bothered in small 
towns. » » Too many veter- 
ans and ex-war workers will 
invest war savings in new 
retail establishments, many 
of which will fail in 2 years. 
» » Centralized buying (by 
governments, chains, co- 
operatives, voluntary syn- 


Here are a number of forecasts 
consequences of peace in 
Europe as Modern Industry's 
editors predict them. They are 
lifted from the editorial 
page of the current issue. 


* 


Production Government contracts 
will be tapered off by as much as 
50%. » » Wholesale cancellation 
telegrams on V-Day, as in 1918, 
are not expected. » » Six months at 
least will be needed for quantity 
production of 1942 autos and ap- 
pliances. » » Improved models of 
radios will come sooner, because 
development and production con- 
tinued through wartime. » » Long- 
planned public works programs 
(particularly roads, bridges) will 
be started. » » West Coast and 
Southern industries, swollen by 
war, will bid for national distribu- 
tion of civilian products; aided, 
probably, by overdue equalization 
of freight rates. 


Materials Materials from Europe, 
especially pulp, lumber, will not 
start flowing until desperate Euro- 
pean needs are met. » » Domestic 
subsidies to encourage production 
of copper, etc. may be cut as war 
needs ebb, and may cause tempo- 
rary shortages despite present 
stocks. » » Enough other materials, 
including steel, plastics, chemicals, 
glass, should be available. 


Distribution Distribution trend 
will be toward types (chain depart- 
ment stores, manufacturer-owned 
stores, rural cooperatives) collec- 


GOVERNMENT & INDUSTRY. 

l month this department brings 
rnment action and policy int 

focus to provide management 

| vith a sound basis for decision and 
} peration. Currently important aspects 
| ns between government and 
try are thoroughly uncovered 
<plored ... the thinking of gor- 
ernment officials in position to mak. 
p y is checked... the total signi 
noe 1s analyzed, interpreted and 
probable effects and developments 


dicates) will grow. » » In- 
stallment selling will be revived on 
huge scale, with local banks and 
established credit houses rather than 
manufacturers taking the lead. 


Prices Initial prices will average 15 
to 25% higher than prewar. » » Even- 


tually, efficient plants will reduce 
prices and thus put the squeeze on 
high-cost plants, forcing the latter 
to increase efficiencies, eliminate 
waste. » » “Tax spending” will de- 
cline and every proposal will be 
challenged by the question, “Will 
this increase sales or cut costs?” 


Controls Regardless of election re- 
sults, many government controls 
of materials, wages, and prices will 
be continued to aid orderly conver- 
sion, to hold the line on employ- 
ment and wage rates, and to brake 


inflation. » » Food rationing will 
be continued at least until the first 
European harvest, so we can help 
feed war-torn countries. 


Industrial Relations While man- 


power shortages will ease, person- 
nel problems will become more se- 
vere due to: unemployment in air- 
craft, ship-building, powder plant 
areas, and layoffs for reconversion; 
elimination of overtime; down- 
grading of jobs; removal of women 
from war plants; returning veter- 
ans demanding old jobs or better; 
and greater willingness of workers 
to strike as war spirit ebbs. » » In- 
novations, including training and 
labor - management committees, 
will remain to help solve these 
problems. 


PAPER PROBLEMS 


In 1943, Modern Industry worked out 
its paper anemia so that the same 
number of monthly copies — 50,000 
(distributed to the most important 
31,500 manufacturing plants) carried 
12% more editorial space. By closely 
supervising and coordinating the ef- 
forts of paper mill, ink maker and 
printer, printing quality has finally 
won out over paper quality. Four 
color work has shown magnificent 
improvement. Now, beginning with 
this August 15th issue, a change in 
text type has been made to further 
increase the quality appearance of 
this unique, quality magazine. We 
hope you will cheer this additional 


improvement, The Publisher 


You'd Think They Were.... 
Guarding the Pearly Gates 


are jorecast, 


HENRY D. RALPH | 


W ashington Editor 


HIS JOB Keeping up with every- 
hing the government is doing that 
| 
| 


(ry of management decisions, 
bringing order out of confusion 
at mnfliction is a busy assignment 
c tor Henry Ralph, MI's Wash- | 
it 1 Editor. Henry modestly dis- 


t 
n have an influence or effect on 
if 
t 


clams first mame intimacy with all 
Pr al wig shots, but successfully 
m iins excellent pipelines with 
bh and low officials in govern- 
n trade association executives, 


ther observers of government- 
f try relations. A newspaperman 
20 years of Washington report- 
ehind him, Henry (and his as- 
ts) know who is doing what, 

to get the information, how 
ge what is significant. Henry 
1 does a superb reporting job 
a dominant passion for accu- 
ind clear cut expression. But of 
eater importance to MI's man- 
mt readers are Henry's abilities 
king ahead to problems on 
horizon, discovering trends, 
ling up significant happenings 
pointing up their meaning .. . 


Modern Industry 


= CASE you didn’t know, we print no con- 
tributed material. Everything in Mod- 
ern Industry is staff-written, except one 
department*. 

This means that the responsibility for edi- 
torial performance belongs to the editors 
and is not divvied with some Mr. Big 
who likes to write articles for magazines. 


By policy and practice, Modern Industry 
is the only staff-written magazine whose 
17 editors do their own field-research in 
person, 

To travel constantly and extensively ( prac- 
tically a mile a word)—to interview—in- 
vestigate—and inspect; to live, sleep, eat 
and talk industry is three-quarters of their 
Modern Industry careers. Consequently, 


based on this kind of field- 


their articles 


From our paper rostrum tw tstandin authorities 
rgue for or against pot ial legislation affectir indu 
t Modern Industry re t it t 
tt i We it t ! ! 
Results of the + a r e . ¢ 
esst ke ve Ticia th. This 
montt Debate-in-P j r buted material 


work, are outstanding—because they are 
planned and projected for an audience 17 
staff-editors know intimately, an audience 
of management men in the most important 
31.500 manufacturing plants (producing 
89% of the volume) where 50.000 copies 
are mailed (second class) each month. 
Knowing this audience intimately, Mod- 
ern Industry staff-editors are sharply aware 
of industrial problems, of thinking, plan- 
ning, action pending. Hence, any subjects 
that the group feels are premature, passé 
or too narrow in scope may be printed 
elsewhere . . . but not in their Modern 
Industry! 


Common Understanding Opens All Doors 


What you read in Modern Industry has 
been researched in the field by the men 
and women who prepare the on-the-nose 
articles in non-technical, everyday English 
that all kinds of management men can un- 
derstand. What you read in Modern In- 


dustry is easier to read, understand and 
enjoy because the condensed research re- 
ports are fortified with story-telling pic- 
tures, charts, diagrams, tables. What you 
read in Modern Industry broadens your 
industrial perspective of the field indus- 
try’s management men know like the 
backs of their hands. What you read in 
Modern Industry keeps you abreast of 
Industry on the Move. 


Let’s see what the August 15th issue 
has for the sales-minded 
[} Dollars and Sense in Paying Sales- 
men; [] Postwar Products Counsel for 
Small Producers; ] How Reconversion 
Shapes Up Six Months After Baruch; 
]} How to Hold on to Your Women; 
Make Cost-Cutting Everyone’s Job. 


Modern Industry 


‘ 


The Staff-written Magarine of Interpretive Journalism 
347 Madison Avenue, New York 17, N.Y. 


CHICAGO 6: 20 North Wacker Drive *« CLEVELAND 14: 627 Union Commerce Building « PHILADELPHIA 2: 220 South 16th Street 


SAN FRANCISCO 4: 68 Post Street + 


ATLANTA 3: 1722 Rhodes-Haverty Building + 


LOS ANGELES 14: 403 West 8th Street 
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covers the rural market 
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Doherty, Clifford 
Starts Operations 
with 5 Accounts 


New York, Aug. 10.—First large 
advertising agency to start busi- 
ness since the formation of Ted 
Bates, Inc., in the fall of 1940, 
Doherty, Clifford & Shenfield of- 
fficially opened its new offices in 
the Empire State building here 
this week with five accounts on its 
initial client list. 


Leading account in billings is 
that portion of Bristol-Myers Com- 
pany, heretofore handled by Péd- 
lar, Ryan & Lusk, from which 
agency the officials of Doherty, 
Clifford & Shenfield resigned last 
May. The new agency will handle 
newspaper and magazine advertis- 
ing for the following B-M products 
—Ipana, Mum, D.D. toothbrush, 
Ingram shaving cream, and Vi- 
talis. Because all sales of the lat- 
ter product are now confined to 
the armed forces (AA, July 17), 


tional plugs on the “Mr. District 
Attorney” program. 

Also under the DC&S aegis for 
Bristol- Myers is “The Parker 
Family” program on the Blue Net- 
work for Mum, “Mr. District At- 
torney” on NBC for Vitalis and 
Ingram shaving cream, and a new 
half-hour program to start on the 
Blue in November, Tuesday 9-9:30 
p. m., EWT, for a product not yet 
announced. 

Other DC&S accounts are Sun 
Tube Corporation, Hillside, N. J., 


eral Distilleries Corporation, Bos- 
ton, maker of Old St. Croix rum; 
Reid’s Ice Cream division of Bor- 
den Company, and Allen-A Hosi- 
ery Company, New York. 

The agency reports seven of- 
ficers, as follows: Lawrence L. 
Shenfield, president; Donald K. 
Clifford and Francis J. Doherty, 
vice - presidents; Arthur Cobb, 
vice-president and treasurer; Wil- 
liam E. Steers, secretary; Nelson 
O. Argueso, assistant treasurer, 
and Marie L. Brennan, assistant 


advertising is carried in service|maker of collapsible tubes and|secretary. John A. Mullin is di- 
publications only with institu-| subsidiary of Bristol-Myers; Gen-]|rector of commercial writing; 


“We must subscribe 
to the Farm Journal’ 


General Magazines 


ONE 


rr? iin = 
ge f i ap 
e2.> 


7] ¥ 
t 


JOURNAL 
— ae 


— << 


It’s a good idea Mrs. Penthouse, but too late to save those tomatoes. 
And furthermore, we are sorry to say, we can’t accept your subscrip- 
tion. We are printing more than 2,500,000 copies of Farm JOURNAL 
right now, all the paper situation will permit, and we have thousands 
of honest-to-goodness professional farmers on a waiting list. They need 
Farm JOURNAL to keep up with latest ideas on crop-growing, stock- 
raising and soil conservation. Their wives need it for information on 


foods. fashions and babies. 


Because it is a complete magazine, with interest for all the family, 
Farm JOURNAL enjoys a most thorough readership, a statement sup- 
ported by careful studies. Advertising in its pages commands resultful 
attention, a statement also supported by letters from advertisers who 
check returns. We have sheaves of such letters which, of course, we 


are clad to show. 


GRAHAM PATTERSON, Publisher 


Washington Square, PHILADELPHIA 5 


Advertising Age, August 
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GOOD-WILL COPY—Manue! Gulf y 
Cia, importer, sponsored this ful! page 
advertisement in El Plata, Montevideo 
Uruguay, marking the United State; 
Independence Day. With the Ameri. 
can eagle and shield as a backaround 
44 familiar North American trade 
names and products are displayed, 


— 


Robert J. King, director of pub- 
licity; Chester McCracken, pro- 
gram director; Helen Wilbur, time. 
buyer, and Joel Jacobs, account 
executive on Bristol-Myers. 

Bristol-Myers products handled 
by Young & Rubicam are Minit. 
Rub, Sal Hepatica, Trushay |o 
tion, and radio for Ipana tooth- 
paste. Radio programs handled by 
Y&R include the Eddie Cantor 
“Time to Smile” show, returning 
to NBC this fall; the “Alan Young” 
series, moving in the fall from 
NBC to the Blue, and “Duffy's 
| Tavern,” moving Sept. 15 from the 
Blue to NBC. 


‘Redbook’ Names Grant 


Redbook has appointed Grant 
Advertising, Inc., New York, t 
handle advertising. 


Thess 


San Francisco 
Radio Picture 
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HOW YOUNG 


R AVERAGE MEMBER 


IS OU 


e A DELL MAGAZINE @ 


IFTY PER CENT of American women dis- 

like stories about high society and life in 
foreign lands; they’d rather read about the 
daily adventures of average Americans. They 
dislike artificially plotted stories; they want 
stories that mirror the course of actual living. 
They dislike inferred meanings and emotions; 
they want clearly defined detail at every point 
in a story. 

Service magazines are uninteresting to these 
hfty per cent of American women. They find 
reading satisfaction only in true-life and screen- 
star magazines. 

Many advertisers forget the reading prefer- 
ence of these women—and ignore them as a 


DELL, 


market! But they are just as important a 
market as the readers of service magazines. 
They buy from us, for example, an average 


of 2,612,687 copies of Modern Magazines 


every month! 


Modern Magazines are directed editorially 
toward the young housewives and brides-to- 
be of the “Forgotten 50%’. Not only do 
Modern Magazines reach a market still un- 
exploited by many advertisers, but they con- 
centrate their circulation on women of an 
age when lifelong brand preferences are being 
formed! 


DELL PUBLISHING COMPANY, INC. 
149 Madison Avenue, New York 16 


WORLD'S LARGEST PUBLISHERS OF MASS MAGAZINES AND BOOKS 
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@ A DELL MAGAZINE 


A DELL MAGAZINE @ 


ODERN 
AGAZINES 


“ai alae 


MODERN ROMANCES 
MODERN SCREEN 


| SCREEN ROMANCES | 


THE ONLY WOMEN’S GROUP WITH 
2 MAGAZINES OF OVER 1,000,000 COPIES EACH 
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Appoints Publicity Head 
Thomas J. Deegan has been ap- 
pointed director of public informa- 
tion of American Airlines, Inc., 
New York, succeeding Buell A. 
Patterson, who will assume other 
duties in the company. Previously, 
Mr. Deegan was associated with 
Brig. Gen. Robert W. Johnson, 
chairman of board, Johnson & 
Johnson, New Brunswick, N. J., 
and since the war has been acting 
in an advisory capacity to both the 
Treasury and War Departments. 


BURTON 


Dire Warnings 
Pave Way for New 
WPB Paper Cuts 


Washington, Aug. 9.—High WPB 
officials set the stage for new de- 
mands on publishers’ paper sup- 
plies this week, with a new series 
of press statements foretelling all 
types of calamities unless 
portant reductions in non-war 
uses of wood pulp are adopted. 

Spearheaded by Harold Boe- 
schenstein, director of the WPB 
forest products division, and sup- 
ported by the combined weight of 


first half of 1944, glossing over the 
dramatic improvement in both 
operations with the assertion that 
Army and Navy requirements of 
pulp used in the manufacture of 
explosives and ammunition are 
more than twice as high for the 
third quarter as in the first quar- 
ter. 

The Boeschenstein report that 
deliveries for the six-month period 
were 27% above 1943, with domes- 
tic production for June up 37%, 
equal to the banner output of 1942, 
offered no figures on the actual 
allocation of the wood, particu- 
larly omitting any information on 


im-|the trend in mill inventories. 


Officials of the Printing and 
Publishing Division made no se- 
cret of their skepticism of the 
need for new paper cuts, asking 


|pointedly where the extra pulp 


was going. 


|tories at unusually large rates, 
| they suggest, it would be unfair to 
make publishers take a cut, for it 
is said that in the past inventories 
have been much tighter than at 
present. 

With the end of the crisis per- 
haps only a few months off, they 
contend, it would be unfair to 
adopt further restrictions merely 
to build up inventory. 

In his statement today, Mr. 
Boeschenstein insisted that mill 
receipts are “approximately” equal 
to the present level of require- 
ments. “If anything went wrong 
with future pulpwood production,” 
he maintained, “paper production, 
without its normal inventory 
cushion, would drop quickly below 
actual needs.” 

Mr. Boeschenstein’s position was 
reflected in a statement of the 
over-all paper industry, a produc- 
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if your dog doesn’? oa; 


TEST CAMPAIGN—Wilson & C 


el : ; ’ " eee : ers’ group, which asked th rint- : : ; 
nae paper manufacturers, the cam- Ask More Information ing fmitation poor my od lve os! cago, is using full-pages in R: 
,. wii paign centered on a warning that lthat the “aggre ate right hen buy Minn., Warsaw, Ind., and Day; 
eg military demands have more than Prepared to make mechanical ind nth oil iiectantiatis newspapers in a test campaign | 
on offset the pulp situation so that| adjustments to tighten control over bala na tke “antie ¢ the ills ro Ideal dog food, offering a " 
a mills are in no position to provide | existing quotas, they said more in- cee it.”” ” Bis a your money back" guarantee to pur. 
lial paper doled out by the Printing | formation was needed before pub- |? In 5 a to success in the| chasers whose dogs refuse to | 
7 and Publishing Division. lishers should be asked to accept ulp cutting drive. Mr. B aaah my product. Results of the campaign, be. 
a Mr. Boeschenstein issued a de-/| additional reductions. Seats ase ro Tees = genres gun Aug. |, will be announced Aug, |5 
7 tailed breakdown on the pulp and If this information should reveal | * aper oe - seit vanity by the packer's agency, United State; 
waste paper receipt picture for the! that pulp is now going into inven- rs collections of 500 aan” bonne a | Advertising Corp., Chicago. 
month, with June receipts at 
: 597,000 tons. He thanked news- . . 
suse DENN NSS "7 Beginning Duis, (ToC _ papers, magazines and others for Pathfinder Appoints 
ee Hoard Religion ree Observances I | their assistance, but noted that the Mabel S. Lange, formerly with 
Fill Welcome _Tobing te ek bother Abana Peer campaign has yet to achieve its} Stewart, Brown & Associates, Ney 
oe goal of 667,000 tons a month. | York, has been appointed assoc 
Other Boeschenstein forebodings| ate director of research for the 
< were: The truck tire crisis may hit’ eastern division of Pathfinder 
fag the woods; drought in the North! Washington, D. C., with head 
— or flood in the South may hurt the | quarters in New York. 
ws cutting; and prisoners of war may | 


be withdrawn from the woods at 


/any time. Pantex Names Swain 


Robert S. Swain, formerly wit 
|Lee Higginson Corporation, Bos 
ton, has been appointed executiv. 
vice-president of Pantex Pressin; 
Machine Company, Central Falls 
R. I., manufacturer of laundry and 
dry cleaning machinery. 


AMONG) 
METROPOLITAN 
NEWSPAPERS 


Ce ae 


Market Estimates 
Too High, Conlon 
President Warns 


Chicago, Aug. 10.—The postwar | 
sales volume will not come up to | 
| current estimates of huge markets | 


|for durable goods, Bernard J. 


|Hank, president of the Conlon | SPOT 
|Corporation, predicted here yes- | BROADCASTING 
|terday at the summer conference | 
| of the American Washer and MEANS 

- | Ironer Manufacturers’ Association. . 
| The backlog demand for post- | ‘ADVERTISING— 


| war washing machines, on which 
|estimates run as high as 4,250,000, 
| “will be reduced in proportion to 
the use of the optional spendable | 
| dollar to purchase other appli- | 
|ances,” he said. Mr. Hank, who 
is chairman of the association’s 
markets estimation subcommittee, | 
added that all estimates of back- | 
logs, replacement sales, etc., “will | 
be reduced, moreover, in propor- 


WHERE, WHEN 
AND AS NEEDED" 


| Son to how much higher our post- Exclusive 
war costs are than our prewar | 7 
figures.” National 


| “It probably is unnecessary for resentatives: 
|me to remind you that the price | "OP mace 

|of a product has a direct relation- | WGRWKBW ... 

ship to its sales, sooner or later,’ | ; ee ee ay pee Dr 


|he added. “If that price goes|WDAY ................-+:: 
|;up, buyers weigh the difference | WISH .. . i = 
THE CHURCH PAGES |against other items obtainable at rien siecle es “Kansas | 
° © e . the old price, or at less of an! Wav cugeced’ | 
Confidence in the integrity and the in- increase. Even though individual | WTCN _. Minneapolis 
incomes as a whole have risen, it a Besta: 
. . . ' also will be true that the less our| wrap |.................. 
fluence of a newspaper in their own community .. . that's Seine Ge Se Geer ar ak ee 
against other products, the more!| who ...................+:- In 
the factor churches demand in placing their “announcements” of | we can hope to sell.” WOE vee ieeeereereeseenens 3) 
ae es ale  Pigeial ee abit Sete $10) 
* SOUTHEAST 
services. These are "regular" advertisers .. . friends of Kesner Heads Advertising WOBM oo. eeeeeeerereeees 
for Clapp’s Baby Foods rs 
_— . Robert T. Kesner, formerly | WPTF 
long association who know by experience the day to day PP oe NO A army engl * INE 
Birds Eye division of General | | er. 
pull of the Newark Evening News over the years. Foods, has been suis ar 
appointed di- LP RXYZ 
rector of adver- KOMA Okla 


tising of Harold KTUL a aaa 

H. Clapp Inc., PACIFIC COAST 

with headquar- KOIN .... shes seas 

An l W ters in New teny a ro Ss 
0 el eason y York. KFAR Fairbat 

the Newark Evening News maintains its atty ae ca and WRIGHT-SONOVOX 

; 
charge of ad- a! a 
reputation as one of America's most INFLUENTIAL advertising media. xe rtisin g 4 For latest radio informatior 
app an ; 


Washington 
Coffee Refining 
Company, Morris Plains, N. 
will supervise advertising 
Duff & Sons, Pittsburgh, 
facturer of baking mixes. All 
three companies are divisions of 
American Home Foods, subsidiary 
of American Home Products Cor- 
poration. 


Robert T. Kesner 
J., and 
of P. 
manu- 


FREE & PETERS, 


Pioneer Radio Station Repre 


Since May 1932 


CHICAGO: 180 No. 
NEW YORK: 444 Madison Ave 
ATLANTA: 322 Palmer Bldg. 

SAN FRANCISCO: II! Sutter 
HOLLYWOOD: 633! Hollywood Bivd.. ‘ 


Michigan F 


a NEWARK EVENING NEWS 


Newark 


New Jersey 
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EXPLANATION 


Population—ABC Four County Market . 362,335* 
Population—ABC City Zone ...... 


*Bureau of Census—1943 


Invest where post war prospects are best 


Californias [solated, Self-Contained Market - 


* ISOLATED by high mountain barriers and great 
distances from the Los Angeles and San Francisco 
markets, Fresno is the trading capital of CENTRAL 
CALIFORNIA. This market of over one-third million 
people is self-contained in industry, commerce and 


culture. 


First in Retail Sales Gains 


Fresno has been the nation’s first city over 50,000 
population in per capita retail sales for three consecu- 
tive census years. In 1943 and now in 1944, without 
large war mdustries, it leads, in percentage of gain, 
all other western cities in both department and inde- 


pendent store sales! 


Post War White Spot 


\lthough the 368,258 people in this four county market 

cre spending unprecedented sums in retail stores, they 
ave added more surplus money since the start of the 
ar, to their Bank Savings than have the people in 
iy of 22 entire states, reports the U. S. Treasury. 


“Brand Capable” Buyers 


Here is unspent, surplus money of $73,867,000 in Sav- 
ings which, added to $0,000,??? in War Bond purchases, 
assures post war buying ability in the Fresno four 
county “Brand Capable” market. 


Population Zooms 


During the war population has shown the same steady 
increase apparent in peace years. Since the census the 
city zone gained 18% while the trading area increased 
7%, according to ration book counts. This gain will be 
added to, in peace years as in the past, for the hinter- 
land is expanding rapidly in diversified income activi- 
ties. It will be untroubled by post war industrial recon- 
version. It is a market of balanced economy—agricul- 
ture, manufacturing, wholesaling and mineral pro- 
duction. 


Only one newspaper, the largest between San Fran- 
cisco and Los Angeles—THE FRESNO BEE—covers this 
market for you. Currently circulating 50,150 news- 
papers daily and Sunday with 85% coverage in the 
city zone and 50% in the ABC four county trading 
area. INVEST WHERE POST WAR PROSPECTS ARE 
T! — 
BES BR 


+ 
{_, 


a» 


McCLATCHY NEWSPAPERS, PUBLISHERS OF 
* THE SACRAMENTO BEE © THE MODESTO BEE 
Represented Nationally by O'MARA & ORMSBEE, INC. 


THE FRESNO BEE 


NEW YORK ee LOS ANGELES © DETROIT © CHICAGO «© SAN FRANCISCO 


DEAN OF FRESNO 
SUPER MARKET MEN 


MR. LYNN BAKER 
General Manager of Black's 


“Apparently, it is the balanced econ- 
omy in this self-contained four county 
market that makes the local food busi- 
ness remain on an even keel through- 
out good and bad times. We ought to 
know, because our ads in The Bee draw 
customers from all corners of the four 
counties.” 


Mr. Baker manages the five super mar- 
kets in Fresno operated by this large 
volume local chain. He is one of the 
best known food men in the West and 
his many years with Black's is marked 
by being one of the pioneers in devel- 
oping super food markets. 


THE FRESNO % BEE 
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Ben Duffy Urges 
‘Continuing Study’ 
of Magazines 


New York, Aug. 9.—‘What we 
need in the magazine field is a 
cooperative organization to study 
the readership of advertising, dis- 
tribution of circulation by income 
levels, duplication of readership 
and other pertinent facts that re- 
late to the effectiveness of adver- 
tising buying,’ declared B. C. 
Duffy, executive vice-president of 
Batten, Barton, Durstine & Osborn, 
here today before members of the 
Media Men’s Association. 

Mr. Duffy urged that this organ- 
ization be supported by American 
Association of Advertising Agen- 
cies, Association of National Ad- 


lishers as a whole, and cited the} 
examples of Cooperative Analysis 
of Broadcasting, Hooperatings, and | 
A. C. Nielsen Audimeter in radio, 
and the Continuing Study of 


Newspaper Reading conducted by | 
the Advertising Research Founda- | 


tion. 
Suggests News Letter 


Mr. Duffy visualized such a 
magazine organization as measur- 
ing the effectiveness of magazine 
advertising, giving sound facts and 
figures on reading habits of differ- 
ent classes of magazine readers, 
answering problems concerning 
duplication, readership by income 
groups, etc., and pointed out that 
another worth while project would 
be to release a news letter once a 
month containing “pertinent and 
factual information entirely on the 
subject of space buying.” 


departments have more people 
| than the copy department, said 
Mr. Duffy. Among projects car- 
‘ried out at BBDO regularly are 
|position studies in magazines 
based on Starch returns and “im- 
pact studies” — interviews con- 
| ducted shortly after a new product 
is introduced on the market to 
discover how people acquire a 
knowledge of various advertising 
products. Mr. Duffy urged that 
recommendations made by the 
media to the client have a factual 
justification. 


Acquires So-Grape 

A new corporation, So-Grape 
Company, has acquired manufac- 
turing and sales rights of the soft 
drink, So-Grape, from Judge & 
Dolph, Chicago, and will start 
trade publication advertising next 
month. Mace Advertising Agency, 


Army Adds 33 
Magazines to List 
for U.S. Soldiers 


Washington, Aug 11.—As in- 
fluential members of the Senate 
conferred on modification of po- 
litical censorship of films, maga- 
zines and books for soldiers, the 
War Department announced today 
that additional information on 
soldier preferences had resulted in 
the addition of 33 magazines to the 
list of publications which may be 
distributed by the Army at post 
exchanges, and camp _ hospitals 
and libraries. 

Spurred by new controversy over 
the banning of a Fibber McGee 
and Molly film, and the motion 
picture, “Wilson,” and one official 
Army air force publication, Sen- 


vertisers, and the magazine pub- 


BBDO’s marketing and research | Peoria, Ill., handles the account. 


ator Theodore Green, chairman of 


you want to reap a harvest of luscious 

accounts, lay out plans in the giant tex- 
tile and apparel field. This industry is so big 
you don’t have to cultivate intensely to get a 
bumper crop. A nicely-varied list of accounts, 
patterned to your organization setup, can 
make textiles and apparel a prolific source of 
post-war profits. 


You have only to look at a year’s production 
of this industry to see a fertile field for 
agency development. You will note that the 
7 billion dollar wholesale volume is second 
largest among America’s major industries. 
Women’s dresses, coats, hosiery and shoes 
alone is more than 2 billion dollars, making 
the fashion division of textiles and apparel 
big enough in itself for far greater agency 
action. 


l‘ashion has become so important to America’s 
millions that virtually every magazine di- 
rected to women includes a fashion service. 
Whereas fashion, after the last war, was han- 
dled only by the specialized fashion and pat- 
tern magazines, today you find it a vital part 
of the editorial contents of all women’s serv- 
ice Magazines, general magazines and motion 
picture magazines ...1in addition to a grow- 
ing list of specialized fashion and _ pattern 
magazines. And as to fashion coverage in the 
newspapers — there 1s scarcely a community 
of any size in America whose newspaper does 
not have its own or a syndicated fashion col 
umn. What this means is that virtually any 
woman who reads today cannot avoid the im 
pact of fashion in print. 


A “ACCOUNTS | IN HIS 


i a 


This compelling force of fashion points the 
way for alert agencies who want new busi- 
ness. The potential is all the more inviting 
because in fashions, as in the entire textile and 
apparel industry less has been done in a 
national advertising way than in many other 
fields. Fewer concerns in textiles and apparel 
use agency-directed advertising than in other 
major industries doing far less wholesale 
volume. Yet there is no reason why an 
equally good job cannot be done for textile 
and apparel clients. 


Even now, textiles and apparel are not with- 
out an imposing list of agency-directed pro- 
grams. Some agencies have specialized for 
years in textile and apparel accounts .. .the 
bulk of their agency business. 


But so many other agencies have passed this 
industry by that representation is far below 
the average for major industries. Yet the 
need in textiles and apparel for advertising is 
as great... and in most instances many times 
greater. 


Cultivating accounts in textiles and apparel 
now will assure bountiful returns for your 
agency’s after-victory garden. It will pay you 
to lay the groundwork today. a 


A 


omens Wear Daily 


The Retailer’s National Newspaper 


Fairchild Publications 


WOMEN'S WEAR DAILY [@ DAILY NEWS RECORD e@ RETAILING HOME FURNISHINGS 


MEN'S WEAR @ CHICAGO APPAREL GAZETTE @  FAIRCHILD'S TRADE DIRECTORIES 


Advertising Age, Augus; 
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| } STILL ; RT 
WANTED-To Buy | Western Sun 
Goods We Can Seif ply Co. reta 
chain, s! Rise, 
merchand ee 
bles, uses uel 
ve 
~ ses copy to a hen 
| qunets soos; | lines for and 
poole postwar, ng ¢ 
cone considerab nos 
| ber never oud 
| * hand 
| | 
| Western Auto Supply Co. | 
| supnaneee | 
ici 
the election committee, and Rober 


A. Taft, author of the provisio; 
that had been designed to tec 
troops from government 
spired political propagan: 
to confer this afternoon \ 
tary leaders in an effort 1 ri 
the law. The air force lide 
contained a picture of Preside: 
Roosevelt. 

The Army first established aq lis: 
of 21 magazines, later extended t 
189, asserting that the | Te. 
quires that publications contain 
controversial material may not be 
distributed unless there is definjt 
evidence that soldiers want tl! 
To the list of 189, including 
comic magazines, which may be 
distributed without respect to po- 


litical content, the Army today 
added 22 comic and pulp publica- 
tions, the United States News, 
McGraw-Hill Overseas Digest, and 
the opinion publications, The Na- 
tion, The New Republic, and Satur- 
day Review of Literature. l 
sion on the list does not cor 

endorsement, the Army said 


Heads Taylor Tubes 

Frank J. Hajek, formerly secre- 
tary and treasurer, has bee 
elected president of Taylor Tubes 
Inc., Chicago. 


PROOF 


OF RESULTS 
FROM RICHMOND'S 


WRNL 


Here is a result story 
that speaks for itself: 


* 70.89%, OF THE NATIONAL 
ADVERTISERS ON THIS STA- 
TION ARE RENEWALS. 


* 


7 
. 


88°/, OF THE LOCAL ADVE 
TISERS ON THIS STATION 
ARE RENEWALS. 


Advertisers don’t renew 

contracts unless the me- 

dium they use “pays 
off” in results. 


IN 
RICHMOND 
VIRGINIA 
IT'S 


5000 w 


NIGHT *° DAY QIOKC | 


EDWARD PETRY & CO..INC. NATIONAL REPRE 
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sas a I not only read it but 


1 it each week — I make 
Oint to try to keep alert 
national and international 


m by reading everything 
but there is one ‘'must' 
list and that is to read 
agazine thoroughly for 
eve it to be the most 
tening publication which 
me to my attention." 


Mosier, Vice President 
MER SAN AIRLINES, INC. 


IOKC 


News is something you didn’t know before. 


News has in it the element of surprise. 


And the interpretation of news can itself 


be news... News, when reported with its 


background often has an entirely different 


meaning than the same news in the raw. 


“Spot-analysis” (invented by The United States 
News) interprets, co-ordinates and forecasts 
news against complete backgrounds --. Spot- 
analysis” is the answer to the question: “what 
effect will this week’s happenings have on my 
problems, my actions, my business, my profits 


next week, the week after and the week after that?” 


200.000 intelligent men and women sub- 
seribe to The United States News because 


they like to have the news of national af- 


fairs “spot-analyzed.” 


Dantel WV {shle3 


30 Rockefeller Plaza, New York 20, N.Y. 


ms 1EWS OF NATIONAL AFFAIRS—more than ever important in the 
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THE ONLY NEW-PRODUCT PUBLICATION. 


IN THE ELECTRICAL INDUSTRY 


Gives better penetration 
through all industries in 
which electrical and elec- 
tronic products are de- 
signed, produced, bought, 
installed, operated and 
maintained than any 
other electrical, trade or 
industrial publication. 


"ELECTRICAL SQUIPMENT 


_ Published by 
“SUTTON PUBLISHING CO. | 
60 EAST 42ND STREET, NEW YORK 17 — 


Orders Revamping 
of ‘White Space’ 
Warning to Admen 


Washington, Aug. 9. — WPB 
Chief Donald M. Nelson has or- 
dered revision of a letter drafted 
by the conversion division of his 
|agency warning advertisers that 
\failure to eliminate white space 
| will lead to undisclosed sanctions. 
| The letter, drawn up for distri- 
| bution to advertisers and agencies, 
| was submitted for Mr. Nelson’s 
|signature when conservation offi- 
|cials decided that copywriters and 
| promotion men were continuing to 
| waste space, despite an earlier 
appeal from Harold Boeschenstein 
|of the WPB forest products divi- 
| sion. 

The document, with ten sugges- 
|tions, all adding up to “Reduce 
| size ‘and eliminate white space,’ 
lay on Mr. Nelson’s desk for three 
|days before it was returned with 


instructions to submit further in- 
formation. 

Release of such a letter was 
viewed with concern at the WPB 
printing and publishing division, 
which has been charged with the 
management of the nation’s de- 
pleted paper supply. 

With the exception of Mr. Boe- 
schenstein’s appeal to agencies and 
printers to eliminate waste, paper 
conservation has been left in the 
hands of publishers, on the theory 
that government should avoid any 
effort to say how paper should be 
used. 

Recently Mr. Boeschenstein has 
warned that the tightness in some 
classes of paper may result in end 
use limitations similar to the rules 
for paperboard, now parcelled out 
to users rated strictly according to 
government - determined = essen- 
tiality. 

While the diversified use of 
paper makes such end use control 
a more complex undertaking, he 
said, “Nevertheless, additional 
measures may have to be adopted 
to guarantee that government 
needs are fulfilled and that im- 
portant domestic and civilian de- 


7 


| Flintkote 


Advertising Age, August | 944 
mands are met before some 
less significant uses are al] 


Repeat Trim Requesis 


Mr. Nelson himself has 
edly asserted that WPB 
interested in the use that | 
ers make of paper. He t 
Truman committee last M: at 
it would be interference wi : 
dom of the press if the ¢ 
ment attempted to influe: 
use that publishers make o; 
paper. 

Nearly a year ago, M1: 
schenstein wrote agencies 
them to trim presentation d 
eliminate waste wherever p. 
Last month, addressing co; 
cial printers, he renewed t! 
peal. 

Explaining that  shortag f 
kraft papers, used in making il 
paper bags and wrapping | S. 
are now being felt by consu 
he pointed out that severe |i 
tions in that field had been : S- 
sary to protect essential mi! y 
and civilian users. : 

In view of expanding military 
requirements for printing papers. 
this limitation might have to be 
applied to graphic arts, he said. 
proposing that users of printing 
papers eliminate their elaborate 
advertising portfolios, brochures 
and presentations. Printers must 
use “more thought and less paper” 
to avoid criticism “which will hurt 
the whole industry,” he warned. 


Klagstad Heads Media 


R. T. Klagstad has been named 
director of media operations for 


| the Minneapolis office of McCann- 
| Erickson, Inc., it 


has been an- 
nounced by Jackson Taylor, vice- 
president in charge of that office 
Mr. Klagstad has been with Mc- 
Cann-Erickson for several years, 
starting in Minneapolis, and more 
recently working in the Chica 
and Cleveland offices. 


McIntyre to Agency 

E. P. McIntyre, recently with 
Company, has_ joined 
R. T. O’Connell Company, New 


| York, as account executive. 


ion's 


. reflected 


Selling the Latin American Drug Trade and Health Field 


KL FARMACEUTICO can help you. 


This 24-sheet poster — another in 


For this magazine published monthly in Spanish since 1925 has developed wide- 
spread confidence among paid subscribers in the Latin American Drug ‘Trade 


and Health Field. 


traffic areas throughout Metropolitan 
St. Louis (Mo.) — effectively strikes a 


lighter note in advertising the stat 
call letter, spot-on-the-dial, Blue Net- 


work affiliation and KXOK programs. 
These posters have set a style, a pace, 
tional promotions that consistently sell 


boards which appear regularly in high 
in the 16 other types of local and na- 
KXOK to its advertisers and listeners. 


KXOK's “animal series" of outdoor 


a greater impact value . . 


Latin America is your important business frontier of the future. 


104 manufacturers recognizing the sales potentials to come from expanding Drug 
Trade and Health Field markets are laying the groundwork now for Latin 
advertising in ELL. FARMACEUTICO. Meanwhile our 
Trade Counsellors Staff is helping them line up Latin American sales distribu- 
tion, ete. 


American business by 


We would like to cooperate with you. 


*E BUSINESS PUBLISHERS INTERNATIONAL CORPORATION, 330 WEST 42nd STREET, NEW YORK 18, N. Y. 


| Affiliated with McGraw-Hill Publishing Co., Inc., and Chilton Co. (Inc.)] 


THE * BPIC SPECIALIZED EXPORT MAGAZINES <@ 


SET ORAL 


pupusTeis 


published monthly in Span published monthly in Span published monthly in Eng- published monthly in Span- published monthly in Span 
ish. circulates to the Latin ish, circulates to the Latin lish and circulating on a ish and circulating on a ish and circulating on a 
American industrial and en Am« rican construction and paid subscription basis to paid subscription basis to paid subscription basis to 
gineering, governmental and pee pate laine governmental the automotive trade and the automotive trade and the drug trade and health 
; and importing paid sub transport field in Asia, : : > : : : . 
mporting paid subscriber scriber readers. Established Africa, Europe and Oceania. transport field in Latin field in Latin America. Es 


readers. Established 1919 1919 Established 1924. America. Established 1917. tablished 1925. 
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KXOK to its advertisers and listeners. 


Never Underestimate the Power of a Woman! 
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Nor the Power of the Magazine Women believe in! 


A sell-out is a sell-out, our circulation department reminds us, and you 
can’t improve upon it — nor upon what seems to have become our 
standard reminder to you: That these days women are stripping the 


nation’s newsstands of each issue of the Journal within 2 weeks. 
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More Advertising Economics 


It is fair to assume that in an era 
of advertising economics such as 
we may soon be entering in the 
severely competitive postwar 
period, advertisers, agencies and 
media will have the joint task of 
making every dollar of advertis- 
ing expenditures perform at maxi- 
mum efficiency. 


|in sales, 
jin the same media of almost $9,- 


| 


A highly interesting slant on this | 


intensely important subject is de- 
veloped in a comparison of cigaret 
sales and advertising figures pub- 
lished in the August 7 issue of Ap- 
VERTISING AGE. These figures can- 
not be accepted at face value, for 
the obvious reason that not all 
expenditures are statistically re- 
corded. Such costs as radio talent 
and production, spot radio, out- 
door, car cards, business papers, 
direct mail, store and window dis- 
play and many other miscellane- 
ous advertising activities are not 
included in the figures, 
based only on expenditures in 
daily and Sunday newspapers, 
magazines, network radio and 
farm publications. 

Nevertheless, it must be sig- 
nificant to anyone studying the 
economics marketing and ad- 
vertising to note that Lucky Strike, 
the leading cigaret brand in point 


of 


which are | 


these four major media to the ex- 
tent of $5,291,325, whereas Camel, 
the brand which is in second place 
had a 1943 expenditure 


000,000. 

It is too much to assume that 
relative advertising efficiency was 
in the proportion indicated by 
these comparative sales and ad- 
vertising figures, because of the 
numerous hidden factors which 
must be taken into account, but 
the comparison is certainly sug- 
gestive. 

If, as seems possible on the basis 
of available data, one 
can maintain and expand sales at 
an advertising expense substanti- 
ally lower than his most success- 
ful rival, then it is evident that 
the field of advertising economics 
has not yet been fully explored. 
It is a challenge to advertising 


skill to determine variations in 


merchandising methods, copy and 


program appeals, media employed 
and all other factors involved in 
marketing effort, which are cap- 
able of producing such marked 
differences in sales results. The 
competitive pressures which will 
be in evidence a little later on may 
make such studies not only inter- 
esting but vital to continued busi- 
ness success. 


The Value of Criticism 


of sales, was supported in 1943 
by advertising expenditures in 
We recently had a frank letter 


from a good friend of ours, an ex- 
ecutive of a well-known advertis- 
ing agency, in which he quoted 
some equally frank criticisms of a 
favorite editorial feature of ours, 
The Creative Man’s Corner. The 
writer of these criticisms demand- 
ed to know, “What the 
the use, purpose, motive or 
ing of this particular department 
in ADVERTISING AGE?” 

If, as seems evident from these 
the purpose of this de- 


deuce is 
mean- 


comments, 


partment and other features of 
ADVERTISING AGE which include 
criticisms of the current advertis- 


ng and marketing scene is not 
fully evident, it is appropriate to 
state here the editorial thinking 
whicl vides material of this 
kind, some of which admittedly 
nay irritate not a few of our good 
friends and readers. 

The purpose is to bring to bear 
on advertising the critical analysis 
of expe vho through successful 


sound judgment 


offer comments 
intended to im- 
prove performance. That is all 
there is to it. It is our responsi- 
bility, of course, to make sure that 
those who criticise are technically 
qualified to do so, and we can as- 


be able 
and suggestions 


may to 


sure our readers that this is the 
case. We hope that when com- 
ments are negative, they will 


nevertheless be recognized as con- 
structive, and used accordingly. 


“The Diary of an Ad Man,” con- 
ducted by Jim Young in ADVER- 
TISING AGE for over a year and a 
half, and now published in book 
form, attracted a large and en- 
thusiastic following, even though 
not all of his comments were 
favorable to specific advertising 
situations. Yet his column, we 
feel sure, had a healthy effect in 
making advertisers and agencies 
more critical of their own work. 
Honest criticism, it seems to us, 


should help to raise standards, and 


idvertising standards can certainly 


be raised 


| 


| vertisement for 
| Company, Cincinnati: 
advertiser | 


THE SATURDAY EVENING Post 


‘And there is entirely too much paper work in this organization.’ 


lasedl 


—Reprinted by special permission of 
The Saturday Evening Post, 
1944 


copyright 
by The Curtis Publishing Company. 


Make 


twelve copies of that, Jones." 


| 


Truth in Advertising | 
The cause of truthful advertis- 
ing moved forward another long | 
step last month. On Page 17 of} 
the July 20 issue of the Cleveland 
News appeared this 210-line ad- 
Giljan Medicine 


BACKACHE 


TORTURED HIM; WEAK 
FROM LOSS OF SLEEP 


Mr. Alexander Kellough of wagh of jerestiy i improved. Beck pains have 
2508 F. Morris Block |susppesred ‘Gite oe wonder 
Place, Cleveland, Was medicine. Any person having trou 
Also in Misery From Indi- |ble such as mine should lose no 
gestion, Gas Pains—Rec-|™ © taking it” 
ommends Giljan as “Woo-| Made From Nature's Herbs 
derful Medicine.” Giljan is an 


Mr. Kellough’s | -a) _ 


compound 
statement entete ing 
should bring | juices from 18 
comfort to health - giving 
sands of pire herbs, roots, 
ing men andrang barks. It is 
women wholtaken before 


ies which helping to elim- 
imate the poisons that foster stom- 
ach troubles and to permit the 
s| kidneys and liver to function prop- 
© %-lerly. It usually ee ogg 10 min- 
Plains thelutes to stop gas sourness 
amezeme nt.lpicce and belehin Vows say it 
even of druggists, at the wond will not gripe or anuseete eee tithe 
relief which Giljan is grins to #°/ ordinary liver Tt tends 
have agonized for years/io make your liver more active and 
ail-lto clear away the old bile from 
*|your system. At the same time, Gil- 
jan helps relieve sluggish kidneys | 
and backache, caused by poor elim- 
ination. 


Mr Alenender 
Kellough 


“Constipation Slowed Me Up” 

“I had backache and back weak-| 
ness so bed that often it was hard| Giljam is recommended and sold 
to get out of bed mornings | lost|by al! Marshall Drag Stores. Heip 
much sleep. My stomach was sour,| yourself te health Start today by | 
too, and gas pains were so terrific || buying « bottle of Giljan. One bet- 
didn't care to est. Constipation |tle will convince you. Get the fam- 
slowed me up, too, and kept me/tly size and save the price of 
miserable. I have now taken al- 
most 3 bottles of Giljan and feel 


MARSHALL DRUG STORES 


Four columns over, on the same | 
page, on the same day, appeared 
this 10-line notice: 


Keith Bidg. Cincinnati, 0. 


KELLOUGH, Alexander—Beloved husband 
of Gertrude (nee Randolp’ father of 
Mre. Muriel Geoffra x. anor Jobin, 
Mrs. Glenys Boga and srandtarper 

assed away at late. ‘residence, 250 ¥ 
Black Place W eday morning 
at Paul T. Lon 


riends ay ce call Funeral 
ome, 1 and ave., where rerv- 
oe) will held Saturday, July 22, at 
2 DP. m. 


Unfortunately, this is not the 
first time this type of coincidence 
has occurred. Let us hope it is 
the last. 


Jottings 
A. B. 
report to 
on the 
versary, 
letter 
Army 
clerk, 
world for 
ceased 


Dick Company got out a 
“our people and friends” 
of its 60th anni- 
it built around a 
from Jimmie, 24-year-old 
flyer in India and former 
who says: “Don’t plan a 
those who left it. They 


to exist. Plan one | 


occasion 
which 


have 


| department 


for 
|to occupy it.” 
what the boys expect of leaders 
at home: 
inflation 


the people whom you expect 
And Jimmie tells 


a disintegration of 


bureaucratic government... a 
planned transition from wartime | 
|}business to peacetime business, 


and—‘We want to be included in 
the execution of these postwar 


plans, not as subjects to be worked | 


on, but as partners to be worked 
with.” . . 

You'll probably be interested to 
know that on July 13 Standard 
Rate & Data Service was informed 
that the Ha Ha and Giggle Comics 
Group will not have advertising 
space available on inside pages 
until further notice. . . 

Gordon Cook, publisher of Vol- 
untary and Cooperative Groups 
Magazine, has recently been 
traveling around the country on 
business. He was so impressed 
with overloaded trains and hotels, 
and with the number of conven- 
tions he ran into, that he is cru- 
sading editorially for the abolition 
of all conventions until the war is 
won... 

Men, women and perfumes are 
seldom, if ever, discussed 
same breath, but Parfums Masse- 
net puts them all together in a 
promotion booklet issued with a 
release that it is using consumer 


and trade media for its perfumes | 


: “that women may feel hap- 
pier and look lovelier” is the title 
of the booklet, with 


nude adorning the cover, and some | 
| startling 


reflections therein 
and about George Robert Parkin- 
son, maker of Parfums de Mas- 
ee og as 

Crowley, Milner & Co., Detroit 
store, uses a distinc- 
layout in 


tive newspaper 


above the top rule of the ad on 
the left-hand side. Now the right- 
hand portion of this space, for- 
merly blank, carries the notation: 
‘Newsprint is scarce. Share your 
newspaper with your neighbor.” 

Of course it’s purely coinci- 
dental: Sears, Roebuck & Co., ex- 
plaining the easy payment plan to 
customers in the new fall and 
winter catalog, points out that a 
20% down payment is required on 
“furniture, mattresses, bed springs, 
farm equipment, fencing, wheel 
chairs and monuments.” 


in the | 


a Titian-like | 


“by } 


which | 
| the Crowley’s name plate extends 


Advertising Age, Augu 


The following docun 
be secured without ch 
companies sponsoring 
through ADVERTISING A: 
national advertiser or 
agency executive writi 
business letterhead. 


No. 2387. Residentia! 
Potentials. 

This booklet contain 

by Thomas S. Holden, c! 


look on postwar home bu 
| discusses factors leading 
clusions on the extent 
ownership, types of dwell! 
classifications, etc. 


No. 2388. Is This Strictly « 
vate Fight . 

| In? 

| The New York Post ha: 


| this broadside containing {fj 


on advertising linage in New 
newspapers, showing the 


| sifications, 1934-1943, and 
ing the first four months of 
The Post good-humoredly 
itself into the six-day vs 


, vides a scoreboard showing 
year trend of New York 
linage, six days vs six days 


| No. 2303. 


‘the Pittsburgh Press, 
| wealth of 
present wartime Pittsburgh 
forecast of the future. 
terial covers family status, 


prov 


| ping habits, employment, plans f 
improve 


postwar building and 
ments, etc. 
No, 2379. Farm Electri 


Through Better Dealers 
In this booklet by 
Watts, executive assistant of 
Journal & Farmer’s Wife, 
pointed out that the sales 
nique of the electrical inc 
has 
selling urban customers 
than for developing the farn 
ket effectively. The study 


out the scope of the rural mark 


and presents a plan by 
dealers may organize thei: 
ness to develop and sell th: 
| ket. 


No. 2355. The Best Dam 
in the World. 


TVA, representing the 

| largest power system, offers 
try its lowest power cost, 

| tracted tremendous new in¢ 
|and widened economic op} 
ties, says this pamphlet iss 
the Knoxville News-Sent 
claiming that that city—th 
|of the whole TVA system— 


|greatest future for per 
| growth. 
| No. 2369. Indiana’s Secon 


est Retail Market. 

In this folder, the Fort 
News - Sentinel reports 
creased employment and 
wages in its area, and gi 
figures on increases in reta 
1939-1941. The inside spre 
tains a map of the Fort Wa 
zone as specified by th: 
along with the story on the 
Sentinel’s home coverage. 


No. 2372. Most of the Li 
Most of the Time. 


Station KMOX, St. Lo! 
issued this report on a 
Hooper survey of listening 
covering 108 weekly broa 
periods for fall and winte! 
44. 


lan 
the committee on post con 
struction’ markets, F. W. Doge 
Corporation, dealing with ‘he 


. or Can We 


score 
| gains and losses—in various 
includ 


seven 
day-figure controversy, and pro 


dailie 


A Survey of Pittsburg 
Consumers’ Postwar Plans, 


| The maps, charts and tables jj 
Intelligent control of | this consumer survey, issued b 


information about t 


The ma 


ficatu 


Frank 


been geared primarily 
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News 


Coverage, too, 


has a new 
concept 


Just as the arcs and great circles of air 
travel are altering those conceptions 
of geography formed from the flat pic- 
tures of our school-day books, NBC 
is supplying a new standard of news 
coverage. 

W ide as the world. the NBC news facil- 
ities are providing the American public 
with a volume of facts . . . authoritative 
comment... that dwarfs the most exten- 
sive efforts of other days. 

With staffs multiplied many times 
over and spearheaded by H. V. Kalten- 
born, Lowell Thomas, John W. Vander- 
cook and a host of others . . . with re- 
porters strategically located in all im- 
portant news areas...W ith reports com- 
piled from the stories of the three great 
news services, AP, UP, INS .. . the 
National Broadcasting Company is able 
to furnish the American public its news 


bees 


‘ake 
¢ 


bet 


with almost unbelievable speed, accuracy 
and detail. 


Today, NBC on-the-spot broadcasts 
from all over the globe . . . expert opinion, 
informed comment result in the 
average American citizen's being better 
and more quickly informed of current 
events ... more accurately posted on 


the news .. . than ever before. 

And that’s just the beginning. To all 
this add NBC television 
seeing news such as the invasion and 


. actually 


the Republican and Democratie Con- 
ventions, films of which were recently 
telecast by NBC. And plans now being 
made will eventually enable millions to 
enjoy NBC television. 

Look to NBC to lead in all new 
branches of broadcasting by the same 
wide margin that now makes it “The 
Network Most People Listen to Most.” 


‘ational Sroadcasting -ompany 


America’s No. 1 Network 


A Service of Radio 
Corporation of America 
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extiweekend hours to spend as she chooses. 42 Weekends 


le hore than a million families in New York and Chicago | 
- MA NE and COMIC PICTORIAL ... weekend reading for their J 


int ountry advertisers need this extra million to supplement ’ 


icagwhere there is the greatest potential extra sales volume. 
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yy, Vd irday New York Journal-American aud Ue Chicago Herald-American r - 


S NC VA LABLE = Sales Offices: American Weekly, Inc., 959 Eighth Ave., New York 19; Hearst Building, Chicago 6; also other principal cities throughout the country. 
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P&G Pays Lever 


944 


possible to bring hearing t 


annual report to stockholders, that | that P&G had agreed to pay Lever 
who have, up to the prese: 


it paid $5,675,000 to Lever Bros. | from one or two million to as high 


Plans Largest 


iat. “ Company in out-of-court settle-|as $8,000,000. Terms of the settle- classed by the U. S. Publix 
Pd $5,675,000 1n ment of patent litigation. |ment were not disclosed at the Service and American 
a After P&G and its chief com-| time. Association ratings as tota] 


petitor let it be known late last! Settlement of the litigation was 


|February that an amicable agree- 'reflected in P&G earnings for the 


Ad Drive for New 


Price Remains Sam: 


Ivory Patent Suit 


Cincinnati, Aug. 9.—The guess- | ment ; 
ing ended this week when Procter| Ivory and Swan soap patent fight 
its| (AA, March 6), outsiders guessed 


had been reached in the! fiscal year ended June 30, with net 
|income totaling $19,440,182 com- 
| pared with $20,677,054 in the pre- 
ceding year. Excess profits taxes 


were sharply reduced, from $2,970,- 


000 in °43 to $405,000. 
Richard R. Deupree, P&G pres- 


fat had resulted in a slight boost in 
business volume, but that continu- 
ing shortages of fats and oils, as 


output. 


Maj. Selby Joins Morse 
Maj. Herbert G. Selby, who 
m {joined the Army air forces in 
| May, 1942, and for the past two 
years has been on active duty at 
Wright and Patterson Fields, has 


Maico Hearing Aid 


ident, said increased allotments of | 


| sold 
| revealed today by the Maico Com- 


well as paper packaging, restrict | 


Minneapolis, Aug. 8.—Plans for 


la major advertising and market- 


ing program to introduce a revolu- 
to be 
were 


|tionary new hearing aid, 
as the ‘Precisioner,” 


pany. The program details were 
|outlined at a recent sales conven- 
|tion here by Leland A. Watson, 
| Maico president. 

J. L. Armstrong, Maico sales 
manager, said the new Precisioner 
will be backed by the strongest 
sales and promotional drive in the 
firm’s history. He also revealed 
| that Maico had shown a 20% in- 


In stating that the price 
Maico aid, $160 to $170. 
remain the same, Mr. 
stressed that Maico wou 
tinue to emphasize its p 
bringing the best possible 
to the individual rather 
the mass. 

Without mentioning Z,: 
whose $40 set has caused 
tionary changes in the fie] 
July 3), Mr. Watson assert: 
the responsibility for pr 
the best and truest possibk 
ing—and not a rough facs 
for each deafened person n 
impossible for the “heari: 
industry to consider itself a 
manufacturing and _ sales 
tion.” 


|joined Morse International, New| crease in sales volume over the 
| York, as assistant to the president. | previous year and that the number 
| He will also supervise the agency’s | of Maico distributor franchises for 
media department. Before joining|the forthcoming year shows an 
the Army Maj. Selby was director | increase of nearly 100% over the 
|of media for 12 years with Maxon | year just ended. 

|Inc., Detroit. McCann - Erickson, Minneapolis, 
io which recently acquired the Maico 
account, will handle the expanded 
* |advertising program. 


Close Fitting Stressed 


The new hearing aid, according 
to Mr. Watson contains original | 
{technical developments which 
make possible the closest selective | 
fitting of the individual yet at- 
tained in the industry. Other ad- 
vancements, he added, virtually 
eliminate the bugaboo of all hear- | 
ing aid users—radionic distortion 
—reducing it practically to the 
disappearing point. Cord and case 
noise, Mr. Watson said, have been 
eliminated through technical inno- 


Heads Audiodisc Firms 


William C. Speed, a found 
rector and vice-president of 
Devices, Inc., and Audio Mfg. | 
| poration, New York, manufac: 
|of Audiodise recording blanks, } 
| been elected president of \ 
/companies, succeeding Hazard 
| Reeves, resigned. 


STEALS THE SHOW 


CENTRAL OHIO'S ONLY CBS OUTLET V4 
ASK ANY BLAIR MAN OR US! J 


does it-in Philadelphia 


vations which include use of a ee OE. am 

new plastic compound. @ » 
Indicating other themes likely | Pp t 

to be developed in the company’s Penci oOIn S 


first national advertising campaign, 
Mr. Watson said the new aid} 
attained greater power, making it | 


The Magazine of Architecture 


The people of Philadelphia are easy to reach because one news- 


paper is read daily by nearly 4 out of 5 Philadelphia families. 
That newspaper has a circulation in excess of 600,000, the largest 
evening newspaper circulation in America. Which means that the 
country’s third largest market is substantially covered by one news- 


paper-—and that newspaper is The Philadelphia Evening Bulletin. 


In Philadelphia— nearly everybody reads The Bulletin 


* Fifth 

Wartoan In South Bend and St. Joseph County — where every 
since Pearl Harbor has been over-subscribed — a ne\ 
in bond buying has been scored. With a goal of $18.6 
in the Fifth War Loan drive, the county topped its 


by approximately $10,000,000. 


This is a fine record but the complete story is even 
for St. Joseph County— population 169,000— has ov: 
scribed more than $45,000,000 since Pearl Harbo: 
chases of bonds amount to $129,000,000 plus. All 
is absolute proof that war workers here have money 


Official figures for the first six months of this yea 
that payrolls are still going up. South Bend offers 
opportunity for advertisers who are looking to the 
There is but one way to reach this rich potential 
and that is through The South Bend Tribune. 


The Tribune, with a circulation of more than 80,000 
only daily newspaper in the South Bend area. The Tr 
circulation is the largest of any newspaper betwe: 
ianapolis and Grand Rapids. 


“Newspapers Get Immediate Action” 
STORY, BROOKS & FINLEY, INC. National Representatives 


| 4 2 
dle A 
i: - 
a a i mE fr os—SCSY ee a 
aa | © 
f, Nias . ma 4 lanl b 
™ Cc 7M \% es i= 4 
oe j ad Bia ara ng 
7 | S\\ UTR | | | : 
be *] a we NI 7 TE 
| | E 
és a, al Dl 
Pe — we qually | Ks. 
wre Cae 3/2 Billion® 7 non- i FF 
cor POST DING |B i 
on. ESIDENTIAL . wen EO 
—" ) pnciitt ontro! 99 " .. 
a f ili ¢ Jd. Ee 
ae A\ bad and hashet se 
we | En 2 OR a hm \ er eh ei he |) ; 
—_ ar ER Get eae 2 at oh Ee 
e wil (OM un bay a oe ar 
bs, ESR. eb A ee 
» *K alee a! } en . . 
- es a te 
. a . » : ao o, 4 % F 
a =e a 4 
os be e 4 ‘* ad P SI 
q 5 AND ol 
4 ~~ ‘ f me E : 
‘wi ke, RS souTH " 5% 
= / i. A Q- ————— es its 
Be Pe. / 9 — ¥ ISS sii tter, wi 
F = Bye ] RE , _ fe m 
has ye ~ = Ge pr 
Pe Pp | ah a ) ZA BE Lo pb | a 
ZA ‘ ) \ iy = ~ oe 
<Bes EZ a \\ \ \ ey a 2 
NA — : Q 
= SN Se , 
> | ANS ~ ‘| — J , Pi - be < 
. KY) SH Ro ——— a 7 
eee dade Se = _— 
: : | =, ae —— — > The S { i mi. je i rs 
on = hime _ Ce Hou h Bend Cribungy 
2) Pe 8 | 


i 
‘act 
ks 
f 


ves 


Cor- 
ire 
has 

both 


E 


SE 


Today, as always, the heart of this nation and 
its strength is the partnership of man and 
wonan—eloquently symbolized by the man 
mi ling the flour and the woman bearing so 
proudly her freshly baked cake. This differ- 
en > in skills between men and women creates 
a. ference in interests and, importantly, in 
rec ‘ing interests. 

eCall’s, the magazine that thinks the way 
wo .en think, is a first reading interest of one 


\) crican woman out of every five. This is 


no mere coincidence but the direct result of 
McCall’s ability to understand women and 
speak their language. As a consequence, mil- 
lions of women say with pride and affection, 


“McCall’s is my magazine!” 


PEACE—THE PARTNERSHIP OF MAN AND 


Painted for McCall's by Julian E. Levi 


For women without home responsibilities 
there is another partnership. It is their proud 
privilege to stand shoulder to shoulder with 
our men in the Women’s Army Corps! Women 
who join the WAC may, under certain condi- 
tions, choose the branch of the service they 
prefer, where they d like to serve and what job 
they'd like to do. And thousands of Waes are 
needed now! For a booklet on the WAC write 
to McCall’s Magazine, Room 716, 230 Park 
Avenue, New York 17, N. Y. 
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THREE MAGAZINES IN ONE 
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Industry’s concern over prices | 
|held up the WPB electric iron| 
program for several weeks, until 
assurance was received that the 
| October, 1942, ceiling would be 
|} adjusted to compensate for actual 
increases in costs. Dubious about 
/such adjustments, other industries, 
such as the radio manufacturers, 
insist that the OPA attitude will 


|do more to retard reconversion 
|on here are those at OPA, where | than any WPB regulation. 


Bowles Holds Fast Against 
Industry's Price Demands representatives of industry are; Mr. Bowles makes no secret of 
: attempting to convince Chester/his opposition to price increases 
Washington, Aug. 10.—Probably | Bowles that prices must be in-/| during the early postwar period, 
the most tense of the numerous | creased 30 to 40% if new consumer | when manufacturers will - still 
reconversion discussions which go! goods are to be made. enjoy a seller’s market for dura- 


By STANLEY E. COHEN, Washington Editor 


bles. In a letter to the New York | ple, for they will meet h: 
Times recently he stated flatly|day to discuss a WPB 


that high prices will kill the mass 
market, and prevent “full employ- 
ment.” 

Sticking to their guns, industry 
people contend that wartime wage 
inflation and other factors have 
upset established cost situations so 
badly that blanket increases 
should be allowed. Lacking such 
assurances, they say, industry will 
close up shop and go fishing on 
“X-Day.” 

ob Ea J 

Crisis: The pricing problem is 

right in the laps of the radio peo- 


— at aaa SA DIRS set a Nein aN OY 


the network...to assure you 


TOM BRENEMAN Os gal 
Genial host of “Breakfast at Sardi's’, 9:3 


: re 
A. M. Monday through Friday. It you ~ 
the Jay with his zany Wit you'll 74 i 
ie 2 
another reason to stay tuned to KECA... 


The Blue Network. som 


Station KECA, Los Angeles, 


Represented Nationally by Blue 


( ; / ‘ Chicago Detroit Pittsburgh 
lls 


790 ON YOUR DIAL 


One of a series of 


NEWSPAPER ADVERTISEMENTS — 


San Francisco 


IS THE Blue NETWORK 


From the BLUE to YOU to AMERICA! 


This is the split-second, triple-play planning 
back of the BLUE'S constant effort to improve 


greater service. 


It is for you that the BLUE strives for more 
listening, better ratings, more sales, more value 
for every dollar invested in the BLUE. 


The purchase of powerful, well-liked, Radio 


is another vital 


step in BLUE progress...another reason the 
BLUE is a better buy for you. 


Spot Sales, New York 
Hollywood 


Advertising Age, August 1944 
4 


calling for partial rec 
early next year. Indust) 
needs at least 90 days’ nx 
peace of mind about pric; 
it can build home sets 
WPB’s program, about 25 f the 
present vastly swollen ca 


the industry would be a 
civilians, but this 25% turr 
out three times the outp f the 


entire industry before 

Fear: The truck tire sh 
causing gray hair. Barri 
victory in Europe, long 
hauling and bus trans; tior 
may be badly crippled On¢ 
remedy in the mill at 0) all 
for shipping new trucks ,\ 
tires on multiple back ee 
requiring purchaser to 


tires from old trucks. 
of oo * 


Storm: Threatened resi: jatioy 
of two key WPB statisticians jy 
the squabble over the true state 
of production seems a natura! 
development. Men who write 
WPB’s progress reports constantly 
complain that they are required 
to mask favorable information 
Under OWI rules, the WPB re. 
ports must be cleared with Army. 
Navy and others before release 
Result is that military slice oy 
what they please, while gloomy 
Army and Navy statements are 
issued without WPB approval 
Relief: Board of War Communi- 
cations, spurred by newspaper 
publicity on Roosevelt telegram 
to Truman, is expected to lift the 
ban on congratulatory messages 
shortly, thus imposing an extra 
and unnecessary burden on West- 
2rn_ Union’s overworked organi- 
zation. 


* * * 


Prediction: Paint and varnish ‘ 
manufacturers are hopeful that an F 
estimated postwar market for 18- 
000,000 cars will mean prosperity § 
for their industry. They say : 
gleaming finishes will be a trump 
selling card, for colorful vehicles 
will be a joy to boys who have 2 
been driving dun-colored jeeps 
Idea: American Public Relations 
Institute heard a proposal that 
voters buy a billion dollars worth 
of war bonds on election day 
Treasury is cool to the thought o! 
associating bonds with _ ballots 
Latin America: Latin American: 
have only 4,100,000 radio receivers 
for a population equal to that o 
the U. S., served by 57,000,00 
radios. Half the Latin America 
sets have short wave. 


aa 


Sales: Retail business during the 
first half of 1944 was 8% above 
the same period for last year, bul 
quarterly movements show a eve 
ing off of the rate of gain. Whit 
much of the increase results from 
higher prices and upgrading, t 


|Department of Commerce 523 


|there actually appears to be 


greater volume of goods. Sur 
pluses: Numerous executive agen 
cies handling surplus proper" 
under Will Clayton are gropins 
their way through the moze 

complicated problems. No cet 
sions have yet been mace ° 
advertising of surplus properly 
but officials are described ‘s !& 
ceptive to suggestions from pu 
lishers. 

Incidentally, A F of L sup- 
porting Senator Edwin Jo) sons 
plan to padlock consume! 
surpluses for five years al tne 
war, allegedly to encoura Tul 
employment. Others say a mus 
lated reserves hanging 0\ . 
market would have the < 
effect. At any rate, a 
experiment was abandone 
the last war because wit 
modities scarce and price: ‘Js 
the market needed goods. 
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The stores are closed on Sunday 
- but the customers aren’t! 


Sunday is the one time in the week when families get : 
together, spend more time together, have fun together, talk ‘ 
things over, make decisions . . . decisions that range from a dime 
to a college course for Junior, going to church or California, 

a movie or a marriage, housecleaning or a haircut, lollipops or - 
life insurance, vacations and vocations, radio programs and 


roast beef, a candidate or a new car, a new hat or a new house 
. Lots of things are settled on Sunday, in family conference; 


minds are made up, sales are made! 


Fass may be poles apart in opinions, differ widely in 


wants, at odds on most interests—but an integer on one... Be 
the Sunday comics section! Read regularly by three out of four ~< 
adults, and virtually all children; read regularly at home, every = 
Sunday regardless of age, sex, education and income... the 
Sunday comics section is the surest means of getting advertising a 
me a 

to the attention of whole families, and most families! i a 

Mi axinc a national habit a national medium, Metropolitan 7 
Group masses Sunday comics sections from forty-one major 
newspapers, packages 15,000,000 circulation into a single unit : 
for the national advertiser . .. with the highest certainty of 
advertising reception, concentration no other national medium 7 3 : 


can match, coverage in more and better markets, access to 
half the better buying families in the whole country at one time, 
a space unit big enough to show a lot or sell a lot, four colors 
for finer presentation . . . at low cost! ... One order, one piece 
of copy, one bill... for the best Sunday show 


and showing 


in national advertising! Make inquiry now about. . 


The first national newspaper network... Metropolitan Group - 


NS Comics Section Advertising in: 3altimore Sun . soston Globe e Chicago Tribune e Cleveland Plain Dealer e Detroit New . EN \ 
Philadelphia Inquirer e¢ Pittsburgh Press ¢ St. Louis Globe-Democrat « Washington Star e« Des Moines Register « Milwaukee Journal e Minneay l 
& St.Paul Pioneer Press | ¢ ALTERNATES: Boston Herald ¢ Detroit Free Press «© New York Herald Tribune e St. Louis Post-Dispatch « W 
a> OPTIONAL ADDITIONS: Buffalo Courier-Express . Cincinnati Enquirer . Columbus Dispatch . Dallas News . New Orleans Tir Picay s 
* Omaha World-Herald . Providence Journal . Rochester Democrat & Chronicle . San Antonio Expre . Springfield Ur i1& R 
Svracuse Post-Standard . METRO PACIFIC: Fresno Bee . Long Beach Press-Telegram . Los Angeles Time . Oakland Tribune . Ores 
Ma Sacramento Bee . San Diego Union . San Francisco Chronicle . Seattle ‘Times ° Spokane Spokesman-Review . Tacoma Ne 
220 East 42Np Street, New YorK17_ Pripune lower, CHIcaGo 11 e New Center Burtpinec, Derrorr2 ¢ 155 MONTGOMERY STREET, SAN FRAN 
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. . a 6,000 horsepower locomotive.;der the present setup, the ap- M ; The fightcasts will | ed 
First Fairbanks, The company reports that “large! pointed distributors will each se- Gillette Signs Weekly | the full MBS network ‘te 
. scale manufacture” of the locomo-| lect about 25 better dealers in Fightcasts on Mutual Don Lee Network sta se! Sté 
Morse Locomotive tives will begin when there is no| selected areas. Gillette Safety Razor Company | carry playbacks Friday Pe 
o ‘ ‘longer a need for submarine en- | Henri, Hurst & McDonald, Chi-| Boston, heretofore sponsor of “,| PWT. Maxon, Inc., Ne rk 
Goes into Service gines. cago, handles the advertising for| minimum of 26 fights annually on the agency. | 


While Fairbanks, Morse has hun-| Fairbanks, Morse products. Adver- | Mutual, has signed with the net- | al a 

Chicago, Aug. 8.—A new prod-| dreds of distributors for its stokers tising of the new locomotives isex-| work for broadcasts of major | 
uct and a new method of distribu- | throughout the country, the recent | pected to appear in railway pub-| bouts every Friday evening at 10) Blue Transfers Gra 
tion were inaugurated by Fair-|appointment in Chicago of exclu-|lications in September. Extensive|p. m., EWT, throughout the year,| Gene Grant, formerly Net 
banks. Morse & Co., with the|sive north- and south-side distrib-|advertising of the stokers awaits beginning Sept. 8. Most of the | work sales representati: ' ‘en 
presentation today of its first|utors is the first move in a new the war’s end, when it will be both | fightcasts will originate from New | Francisco, has been trai ane 
Diesel-electric locomotive to the|step to improve dealer efficiency.|nationally and locally promoted,| York’s Madison Square Garden,| the Blue Hollywood offi ay" ng 4 
Chicago, Milwaukee, St. Paul and| Previously Fairbanks, Morse had | with local distributors and deal-| but the agreement also provides | same capacity. He succe: 
Pacific Railroad and the announce-|some 40 stoker dealers in Chicago. ers getting the cooperation budget- |for broadcasts from other fight) Elges, who resigned to H 
ment of exclusive distributors fo: | Their territories over-lapped. Un-| wise of Fairbanks, Morse. | centers. ' man-Shane-Breyer, Los 
its automatic coal burner. 

Built by Fairbanks, Morse as 
part of the postwar plan to pro- 
vide employment for present work- 


— ers, as well as for its 1,200 men 
now in the services, the locomotive 2 ON F y 4 
is the first of a new general line| @ 

of locomotives the company will| i 
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produce for passenger, freight and 


switching service. 

The locomotive uses the same 
engine Fairbanks, Morse built for 
the U. S. Navy’s newest subma- 


rines. Their cost estimated at 
$90,000, the 2,000 horsepower en- 
gines are built in sections so that 
three can be coupled together for 


Att FERETIVY 


GOREASING 


Following Pearl Harbor, Spokane and its Inland 
Empire were in a strategic position for defense de- 
velopments. On the West, protection was offered by 
the towering Cascade range. Between the Cascades 
and Spokane, Grand Coulee Dam—described by 
the United States Department of Interior as the 
“Mightiest war weapon of the nation”—was now 
ready, after 8 years of construction to produce pow- 
er in vast amounts; while Spokane’s Fort George 
Wright was an established center and nucleus for 

Military planning. 


e a. 
billion in- 


\ 


dividual service 


As a result of all these factors and under the spur of 
the national emergency, three great light metals plants, « 
naval supply depot, an important army hospital and a huge 

air depot were erected, either in or close to Spokane. A moun- 

, i “A tain lake to the East was chosen as the site for a huge naval train- 
ing station, while airports and landing fields throughout the Inland Empire were either 

made each year created or greatly expanded. A detailed study made by Don Scott, Moai financial edi- 
tor of the Spokane Chronicle and now in charge of post-war planning for the Spokane 
dailies, lists 48 defense projects, industries and installations in Spokane and the In- 
land Empire. Counting Grand Coulee Dam, and connecting power installations, Scott's 


: h rou g h g as ; a study reveals that as of April 27, 1944, a total 
¢ of $871,000,000 has been invested in war 


operations are 
| 


| . 7 projects, industries and installations in the THE PACIFIC NORTHWEST 
* f ; Spokane area. Spokane Market the Heart 
pumps. Yh lea. 


| Because of these developments, payrolls 
fj in the Inland Empire and the value of its 
The SUPER SERVICE | | manufactured goods have been greatly in- 


STATION magazine is the  \ creased. At the same time, this district's basic 


‘a 


mat industries of Agriculture, Lumbering and IDAHO 
No. I hook in this field. \\ Mining have felt the stimulus of War demand 
‘asistiaiaithaeis Cites Sate. \ and the value of their output has more than 
. \\ doubled. The combination of exceptional fac- DISTANCES 
* sz The Irving-Cloud Publishing Co, tors has boosted the effective buying income VIA SHORTEST RAIL ROUTES 
et, i oe. & Chin at | of the 36 Inland Empire counties to an all-time Spokane to Seattle 310 Miles 
Also publishers of JOBBER TOPICS high of $920,811,000. (Sales Management's aperene S) renee 500 Sines 
Annual Survey of Buying Power county ene te ee. ee 
4 figures.) 
ie | . 
ae a zs 
—. —— re 


_ “7 
- 
F ' aa: 
ae ” 7 79 
> 
aaa 
z 
ali % 
a | . ; 
seieiti - ivitt ; ae ; z 5 pity nd Ree * 
oS ¢ ae | ¥ Aa Mee fa 
; ¢ ‘ ad fe " " é sigh. eae pea ans Are Tait eee in ain SS } BO cae ee see 
: , a : \ - ale ay : 
b # Re ‘ oy * ic 
, ie ; .& ‘ ' - & ¥ ‘ 
ee a e i 7h n = 
ahd Cn EEE ll 
vf i Pee. | ' te on P — - Ber 
— = 4 - ie ' > 
at EE 4. a a 
a ‘oti i sintalmmasionen ~ neem et | ' ; "oi *« Ma tage, 
_— | apeel er . ii 
- | 2, ree | — i 
ia z Fea *2 : 4 a 
J» 
mee 
— 
»> 
q 4 
_ 2 yaa, 
3 . S 
~ 
S 
AFA S 4 SS = 
3 y 4 | a 
\\ : 
% , “ * : 3 : ———”" ni. te ee 


ig 
ees 
< . we 


wtising Age, August 14, 1944 21 


ive 


toinman Heads 


ment as a consultant to the divi- 
sion had been announced only last 


later resigned. He is a vice-presi- | Food Institute and secretary of the 
dent of the Booth chain and the| Eastern Frosted Foods Association. | 


PP Printing, 
yblishing Unit 


washington, Aug. 9.—John H. 


; yy 


week-end, is associated with his | first representative of small news- | 


brother, John F. Steinman, in pub- 
lishing the Lancaster New Era,| 
Intelligencer - Journal and Sunday 
News. He is a member of the 
Pennsylvania bar, and is inter- 


papers to head the printing and 
publishing division. He will con- 
tinue to serve WPB as a con- 
sultant. 


Heads Geyer Radio | 

Donald S. Shaw, former pro- | 
gram sales manager of the Blue 
Network, has been appointed radio 


‘esi f Lancaster |ested in the Mason-Dixon radio . director of Geyer, Cornell & New- 
Jet = Bag age named to-|group and the Steinman Coal Joins Ice Cream Paper well, New York. Before joining 
a ae rector of the WPB print- | Company. Dr. J. Raymond Adams, an au-|the Blue, Mr. Shaw was in charge | 
dif plishing division, suc-| Mr. Treanor had been with WPB | thority on frozen foods, food pro-|of radio for the office of the — 
‘thee arth R. Treanor, who|since Nov. 1, 1943, when he was | cessing and locker plant opera-jordinator of Inter-American Af- 
peding AT ie vturn 1 N to|tion, has joined Ice Cream Field | fairs, and previously he was vice- 
Myroy iB to return to the Booth|loaned by Booth Newspapers ; f le ge a Meson 
Hill esi one in Saginaw, Mich. serve as assistant to Harry M.|as managing editor. Dr. Adams is Shep gg pet — anag 
gele iting Steinman, whose appoint-|Bitner, Hearst executive, who|managing director of the Frozen! WMCA, New Yrork. 
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Grand Coulee dam and power plant, described by U. S. 
Department of Interior as the “Mightiest war weapon of 
a the nation.” (U. S. Dept. of Interior Photograph.) 
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Knot tying demonstration at $49,000,000 U. S. Naval Train- 
ing Station, Farragut, 


Idaho, where over 120,000 Blue- 


jackets are trained in a year. (Official Navy Photograph.) 


THE SPOKESMAN-REVIEW 


4 MORNING 


Advertising Representatives: John B. Woodward, Inc., New York, Chicago, Detroit, 


EVENING 
Spokane, Washington 


eke, 8. 
serviced and flight-tested at Spokane’s 


3 KEYS 
TOMORROW 


In one unduplicated offer 
— 3 essential services 


You get — DISTRIBUTION 
NEWSLETTER ... A profit- 
pointing weekly service in 4-page 
letter form . . . condensing the dis- 
patches of a nationwide staff of busi- 
ness reporters located in strategic 
marketing centers . . . covering the 
fast-changing distribution picture: 
What new outlets—What new mer- 
chandise plans—W hat new products— 
What new competitors. 
PURPOSE: TO HELP YOU MARKET 
MORE GOODS AT LOWER COST. 


You get —SPECIAL PICTURE 
SUPPLEMENT. ..A weeély 
service in 2-page illustrated form 
picturing new products coming on 
the market . . . new packaging and 
display methods . . . charts and dia- 
grams which reveal more in picture 
form than they ever could in words 
alone. PURPOSE: TO HELP YOU MAR- 
KET MORE GOODS AT LOWER COST. 


You get — COMPREHENSIVE 


ee 


$40,000,000 air depot. 


t- > ( Pa” nll 


Portion of new $6,000,000 U. S. Army hospital overlooking 


the Spokane River. 


7 


Practice flight of a B-17E bomber from Geiger Field, West 


of Spokane. The investment in this aviation center totaled 


$16,000,000. 


SUNDAY 


) 


Los Angeles, San Francisco 


Color Representative: SUNDAY SPOKESMAN-REVIEW—Comic Sections: Metropolitan Group 


© RESEARCH REPORTS ...A 
33-page special report at no extra cost 
provided subscribers with the most 
complete, authoritative information 
known to date on Government Sur- 
pluses: How to buy government sur- 
pluses — Surplus War Property Ad- 
ministration—Selling Agencies—Leg- 
islation — Regional Government Of- 
fices to Contact. Now in preparation 
for DISTRIBUTION NEWSLET- 
TER subscribers, specially researched 
reports on Aptitude Testing, on Pop- 
ulation Shifts. 

PURPOSE: TO HELP YOU MARKET 
MORE GOODS AT LOWER COST, 


NOW. « » IN ONE UNDUPLICATED 


| OFFER—Three keys to marketing more 
goods at lower cost for tomorrow’s suc- 
cess at a cost no greater than that of the 
conventional non-specialized, 4-page 
newsletter alone. 


The 3-seevices of the DISTRIBUTION 
NEWSLETTER are unduplicated any- 
where. They are specially created to 
| furnish businessmen with needed distri- 
bution information today, which through 
| normal operations might not appear in 
print for many months if at all. 


The entire cost for 52 weekly issues 
of the (1) Distribution Newsletter (2) 
Special Pictorial Supplement and (3) 
Special Research Reports as issued is 
only $25. 


Let us enter your conditional subscrip- 
tion for these 3 keys to tomorrow. If 
after reading the first three issues you 
do not find that these services will re- 
pay their nominal cost many times, you 
are free to cancel your subscription with- 
out further obligation or explanation. 


Please read the small print in the 
coupon before mailing. It tells you who 
is behind the DISTRIBUTION NEWS- 
LETTER... it is your assurance of bona- 
fide quality. 


The publisher of the 
s Magazine I 


Distributior 
f ! t ' 


Newsletter 


t 
Moxde Industry 1 zine, which has had 


the 1 ‘ 
paper ¢ The 
enced t ent 
lishing k ‘™M 


DISTRIBUTION NEWSLETTER 

347 Madison Ave., New York 17, N.Y 
I accept your conditional offer. Please 
enter my subscription for one year, be 
ginning with the next issue itt } 
plete cost of $25. including the special 
research r 


| Bill me [ 


eports as issued 


Bill my Firn 
Check enclosed 
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‘i Advertising Age, Augus: 


Two Join Perfex CAB Introduces 


Peter Hand, formerly with Geo. | 
F. Wamser, typographer, and Mil- " 
print, Inc., and Dolores Rakowski, | Sales Area Plan 
formerly with Fox Wisconsin | 


Music Corporation, have joined the | for Advertisers 


advertising department of the} 


4, 1944 
sales | war themes to direct sales pro- . 

of |ductiveness. It has been mace |General Mills ite) 

| possible to advertisers and agen- | 


Fe eens te Cee See eet Of 
Comic Paper § tudy 


|ing efforts within specific 
areas, Cooperative Analysis 
Broadcasting will allow them, at 
pro-rata costs, to obtain periodic | 
|ratings of network programs in 
jeach of their major sales terri- 
tories. 


CAB started in April, and which 
now covers 81 cities. 


Perfex Corporation, Milwaukee, | New York, Aug. 10.—To enable 
maker of automatic temperature | advertisers to get more practical 
controls and engine radiators. valuation of their radio advertis- 


KNOWS CANADA 
J.J. GIBBONS LTD. 


200 BAY STREET. - TORONTO 


GIBBONS 


ADVERTISING MERCHANDISING 


“Thus, for the first time,” CAB 
points out, “a national program 
rating service will be prepared to 
pattern its service to meet divi- 


sional needs of national adver- 
tisers.”’ 
The service will be tied up 


with the gradually shifting em- 


Hagan Ups Boho 

M. J. Boho, who joined the com- 
pany in 1936, has been appointed 
assistant general manager of sales 
of the Hagan Corporation, Pitts- 
burgh, supplier of industrial auto- 


Minneapolis, Aug. 9.- inte 
ested in the selling powe call 
|magazine advertising t it 
willing to foot part of t 
new research, General 
vealed this week that 
sponsor of a recently - 
study of the medium. 


$ eo. 
inche¢ 


matic combustion control equip- |" “pe preliminary stud: 
ment. exploratory in nature thy 


within a month Genera] 


TORONTO, MONTREAL, WINNIPEG, REGINA, CALGARY, EDMONTON, VANCOUVER phasis of radio commercials from onh 


ar, by 
ai Niills ex 
pects to be in a positi to 


termine whether the Bes: 
should be extended still furthe, 
according to C. S. Samue!son, ag 
vertising manager. Principals jn 
volved include the GM market ap 
alysis department, under 4 rectip, 
of Gordon Hughes; Dr. A. BR. Rog 
research director of Knox Reeve 
Advertising, Minneapo! and 
Richard A. Feldon & Co., Ney 
York, representative of Nations 


Comics Group, also a sponsor , 
the research program. The sty 
is being conducted by Stewart 
Brown & Associates, New York 
General Mills entered the com; 
magazine ad field little over a yea 
ago and has since gone into 
quite extensively. Wheaties js th 
only product thus far advertised 
The company’s willingness + 
pay part of the research cost, \y 
|Samuelson said, stems from thg 
|fact that it considers adequat 
fap unavailable, and that whij 
m | it realizes the medium is of val 
more specific facts are needed 
|General Mills doesn’t k 


Mee ipl as 


Largest power system in the world, embrac- 

ing 20 giant dams, TVA today is the great- 

est single tector tor #ne eavencement OF MO | whether jt will get anything wort 

South, and Knoxville is the center of this | while out of the study, but agre: 

prodigious development. 4 | to underwrite part of the expens 
| 


because it believes some of | 
|facts uncovered will be enlighte; 


| ing. 
: Fisher Named President 
William V. Fisher has bee 
elected president of Anch 
=| Hocking Glass Corporation, La 
=| caster, O., succeeding I. J. Collins 
| who was named chairman. 


| 


"> NEW MARKETS for 
5|}OLD and NEW 
Products 


Why waste advertising mone 
testing copy and ideas whe 


wre Hs ny 7 4g ‘ee Some of the largest industries in the world 
. 4 te have been attracted to the Knoxville area 
to utilize TVA's enormous pool of low-cost 


power ... creating a giant and permanent *Distribution is easily ob 
new industrial empire. tetned 

'*Jobbers are cooperative. 

ee *Newspapers are coopeti 


MICHIGAN'S 
UPPER PENINSD 


“A STATE WITHIN A ST 


*A territory large enough to prove ° 
and ideas—small enough to pe mit °° 
check on every detail by usin 


The "Big 5" Group 
consisting of the 


IRON MOUNTAIN N WS 
MARQUETTEMINING JC JRN 
HOUGHTON MINING © 4ZE/ 

SAULT STE. MARIE WS 

ESCANABA PRES 


50,000 Circulation. 


Combined rate only | 3c P* 
line. 


As the most successful regional development program in American history, 
TVA has aimed at widening the opportunities of everyone in its area. Con- 
sider the farmer: Operating one of the largest fertilizer factories to pro- 
duce low-cost phosphates—TVA through 20,000 demonstration farms is 
rebuilding soil fertility. TVA has invented new low-cost machinery, devel- 
oped many farm improvements. To rebuild woodlands, TVA has planted 
150 million seedling trees. TVA has effected 442° increase in farm 
| electrification, serves 45 rural co-operatives. Thru flood control, thru 
soil erosion—TVA is raising the income level for valley farmers. 


The astonishing prosperity in the wake of 
this growth has made Knoxville IST IN 
AMERICA IN RETAIL SALES GAINS. Be 


sure you include Knoxville in your plans — 


over 200,000 population today! 


A SCRIPPS-HOWARD 
NEWSPAPER 


And to Knoxville TVA has brought an incredible industrialization 
and wealth. As some of the largest factories in the world locate 
in the Knoxville area—Aluminum Co., DuPont, Eastman, Union Car- 
bide, Reynolds Metals—their enormous payrolls have transformed 
Knoxville into one of the fastest growing markets in the country. 
That's why Knoxville—heart of TVA is the BEST DAM MARKET 
IN THE WORLD! _* 


For information phone 
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One of a series appearing in LIFE 
¥ a Tn ie i ete si 


Bt socteg het 


FORTUNE 


Fourth of a series portraying the History of Fire 
Painted by John Clymer for the Universal collection 


Picture of a match: Eskimo style 


Alningwa was lighting the lamp when her 
husband returned unexpectedly. The igloo 
was cold and she knew he would be dis- 
pleased. For a good Eskimo wife didn’t 
allow the lamp to go out. These Copper 
Eskimos made fire by striking two lumps of 
pyrites over a small tinder bag containing 
dried Arctic heather. As soon as a spark 
ignited, the tinder was gently blown until it 
glowed dull red, and by touching a small 
stick dipped in blubber to the glowing tin- 
der, flame was produced. 


THE MIRACLE MATCH OF TODAY 


Today, throughout the world, fire is 
swiftly made billions of times every day 
by means of simple little books of matches 
... the kind you probably have in your 
pocket this very minute. In the United 
States, the Universal Match Corporation, 
vorld’s largest manufacturer of Book 


UNIVERSAL MATCH - 


AN INSTITUTION KEYED TO LEADERSHIP 


Matches, has further developed the Book 
Match into a “miraculous” advertising 
medium. 


UNIVERSAL has developed unique, low- 
cost methods of circulating Book Matches 
to the 50,000,000 smokers who use — 
and see the advertisements on — Book 
Matches, hundreds of millions of times 
daily. Many of the country’s largest ad- 
vertisers (names on request) have discov- 
ered the value of and now use millions of 
Universal Book Matches as important 
parts of their advertising campaigns. 


In fact, no other major advertising medium 
is used by as many different advertisers as 
use the Universal Book Match. 


MAKE SIMPLE, INEXPENSIVE TEST 


No matter what your business or its size, 
or that of your clients, you can use 


A 


AND DEDICATED TO SERVICE 


Universal Book Match advertising prof- 
itably. We have a special test plan by 
which you can easily prove, with a very 
nominal expenditure, the value of Uni- 
versal Book Match advertising. Write 
today for full information. 


UNIVERSAL MATCH CORPORATION 
General Offices Saint Louis 21 
Sales offices in all principal cities coast to coast 


UNIVERSAL MATCH CORPORATION sas 


Saint Louis 21, Missouri 
Gentlemen: 


Without obligation on my part, please send 
me a 1254” by 84" reproduction (suitable for 
framing) of John Clymer’s Eskimo picture. 
Name 
Company 


A ddre SS 


City State 
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Expansion Budget 
for British Co-op 
Is $40,000,000 


Manchester, England, Aug. 3.— 
Postwar projects involving an ex- 
penditure of $40,000,000 have been 


, tions of British and Scottish co- 
operative wholesale societies, re- 
|sulting in what is claimed would 
| be the largest private trading en- 
| terprise in the world. A country- 
| wide cooperative mail order serv- 
ice is also on the agenda. 


Cooperative Meat Trade Asso- | 


| ciation is planning a network of 
| decentralized abattoirs, process- 


decided upon by the Cooperative | ing and freezing plants, involving 


1,200 cooperative societies operat- | wholesales and local cooperatives. 
ing 12,000 co-op shops throughout | Co-ops in the meat trade already 
Britain. poo about 15% of the meat trade 

Plans include merging opera-/|of the country, with a business of 


Wholesale Society, now owned by | participation of both cooperative | 


iv 


| about $104,000,000. Enlarged pur- 
chasing overseas by the Coopera- 
tive Wholesale Society, more di- 
rect purchasing of British farm 
produce for distribution to co-op 
members and the acquisition of a 
meat freezing plant in New Zea- 
land are also being planned. 


‘Liberty’ Names Dungan 

John Dungan, for 10 years per- 
sonnel director and purchasing 
|agent for Crowell-Collier Publish- 
'ing Company, has joined Liberty 
|as business manager. 


Dell Appoints Donohoe 


Herbert J. Donohoe, formerly 
advertising manager of Liberty, 
has been appointed advertising 
manager of Dell Publishing Com- 
pany, New York. 


Tyler Joins DC&S 


William Tyler, formerly of Ken- 
yon & Eckhardt, New York, has 
joined Doherty, Clifford & Shen- 
field, New York, as copy chief. At 
one time Mr. Tyler headed the 
copy division of McCann-Erick- 


son, Cleveland. 


Exhibited at 


The Tulsa Fair Live Stock Show and Sale Plus the 
1944 National Hereford Show is going to be a great 
thing for Southwestern cattlemen! A lot of folks will 
attend! Due to wartime conditions there may be many 
who can't come in person, but they'll be there via 
KVOO FARM DEPARTMENT PROGRAMS! The 


KVOO Farm Department is always in the forefront of 


any activity that means progress to Southwestern 

agriculture. That's why more farmers and ranchers are 

regular listeners to KVOO than to any other Oklahoma 
: station. 


It's an artist's nightmare of the only breed not to be 


Tulsa's and 


Plus 1944 National Hereford Show 
TULSA STATE FAIRGROUNDS .... OCT. 10-16 


HERANGUSRH 


(THE ONLY ONE IN THE WORLD) 


Herangush? — A High-bred Hybrid whose habitat is somewhere between Here- 
ford Heaven and Angus Hereafter . . . embodying the horns and other ''fine 


points’ over which Hereford, Angus and Shorthorn breeders harangue and gush. 


AMERICA'S NO. | HEREFORD-ANGUS-SHORTHORN SHOW 
TULSA FAIR LIVE STOCK SHOW AND SALE 


Edward Petry and Company 
National Representatives 


ON THE BEAM—This Heinz news. 

paper copy announcing strained foods 

in glass ties in neatly with announce. 

ment recently that restrictions on 

glass packages for most foods have 
been lifted. 


a 


Advertisers Gave 
$3,610,687 for 


Cadet Nurse Drive 


_ New York, Aug. 8.— Advertis- 
ing support of the first-year drive 
to recruit women for the U. §s. 
Cadet Nurse Corps is estimated at 
$3,610,687 as of July 1, reports the 
War Advertising Council, which 
worked with OWI and the U. s. 
Public Health Service in planning 
the campaign. Nearly 66,000 
nurses were actually enrolled July, 
1943-July, 1944, and the drive 
enters its second year with a quota 
of 65,000 more. 

Heading the list of advertisers 
who contributed space and time to 
the program was Eastman Kodak 
Company, whose advertising in 13 
national magazines from January 
through May produced 40% of ail 
inquiries received. Other adver- 
tisers sponsoring the theme in 
newspapers, Magazines, radio, 
posters and car cards included 
Bristol-Myers Company, General 
Foods Sales Company, Interna- 
tional Cellucotton Products Com- 
pany, Irresistible Inc., George W. 
Luft Company, National Biscuit 
Company, Ponds Extract Company, 
Prudential Insurance Company of 
America, Shulton, Inc., Snowhite 
Garment Mfg. Company, and 
Wamsutta Mills. 

J. Walter Thompson Company 
is the Council’s volunteer agency, 
with William S. Brown of Canada 
Dry Ginger Ale as campaign man- 
ager, and Jean Flinner, staff man- 
ager. 


Connolly Joins Blue 


James H. Connolly, formerly 
vice-president of the Branhan 
Company, New York, station rep- 
resentative, and previously with 
N. W. Ayer & Son, has joined the 
Blue Network stations department 
as a contact representative. 


Plans Field Test for 
Congowall Wall Covering 


Congoleum-Nairn, Inc., Kearny, 
N. J., will introduce to consumers 
through its dealers a limited quan- 
tity of Congowall, new wall cov- 
ering, the first of the company’s 
postwar products to be announced 
The yardage of Congowall pro- 
duced for the field test will be ap- 
portioned to as many dealers as 
possible all over the country to 
supplement with actual field ex- 
perience the data already gathered 
through laboratory research and 
trial installations. 

No advertising of the tile-like 
design covering is planned at the 
present time. 


Fisher Brothers Retire 


from General Motors 


Announcement of the retiremen! 
of the Fisher brothers, Willan 
| A., Lawrence P., Edward F. ane 
| Alfred J., from the General Mo- 
| tors Corporation, was made Aus 
|2 by Alfred P. Sloan Jr., chal'- 
| man of the corporation. 

The Fisher brothers have bee! 
associated with General Moto! 
since 1919, when General M 
purchased controlling interes! 
the Fisher Body Corpora! 
founded by Charles F. Fishet 
the late Fred J. Fisher. ; 

Lawrence P. and Edward ! 
Fisher will continue to serve * 
members of the General Mo‘! 
board of directors, while Edwa'° 
F. and Alfred J. Fisher will 
tinue to serve with the Fi 
Body division for the duration 
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pilsbury Adopts 
New Trademark, 
Package Design 


Picture on Page 61) 
Minneapolis, Aug. 8.—Introduc- 


tion a series of new packages 
for scven Pillsbury grocery prod- 
ycts, featuring a new trademark 
and modernized design, was an- 
nounced yesterday in the 75th 
anni\ reaky annual report of Pills- 
bury Flour Mills Company. 

The “re-dressing” program, a | 


step toward postwar marketing, | 


will start with seven of the com- | 


pany’s packaged flours and cereals, 


which will make their appearance | 
on grocery shelves early this fall. | 


pillsbury’s pancake flour, buck- | 
wheat pancake flour, Sno Sheen 
nancake flour, enriched farina, 
hominy grits, and yellow and 


white corn meal are scheduled for 
the new packaging, said Philip W. 
Pillsbury, president. 

The design, chosen to be as 
effective on panel posters as on 
the packages, consists of a capital 
“Pp” crossed by a swirl on which 
is printed the single word “Pills- 
bury.” The capital letter is pale 
srey, shaded for a three-dimen- 
sional effect, and the swirl is in 
the contrasting color of the pack- 
age. 

To Add Others 

The new trademark will enable 
Pillsbury to introduce further new 
products from time to time in 
packages based on the same de- 
sign. The report said it expected 
the new design would in time take 
ts place beside “the most famous 
four brand and trademark in his- 


Federal Glass 
Will Run First 
National Drive 


torry—Pillsbury’s Best XXXX En- | 


riched Flour.” 
The reserve for postwar abnor- 
mal expenses was 


increased by | 


$200,000, making a total of $800,- | 


000 now set aside to provide for 
bsolescence of special equipment 
for producing and packaging spe- 
cial foods for the armed forces, 
for adjustments in connection with 
e-employment of returning serv- 
icemen and women, and other 
costs arising from a return to 
peacetime operation. 

President Pillsbury said that 
with the expansion now planned 
for new lines of foods and feeds, 
plus the critical need for man- 
power at the present time, “there 


will be a need for an increase in 


personnel.”’ 

“Many additional new Pillsbury 
products would now be manufac- 
tured if ingredients and contain- 
ers were available,” he reported. 
“It would have been possible to 
increase the manufacture of many 
of our present products if short- 
ages of all types did not limit pro- 
duction.” 


The report revealed a new divi- | 
estab- | 


sion, Pillsbury Soy Mills, 
lished at Centerville, Ia., and near 
mpletion of a soybean solvent 
extraction plant at Clinton, Ia., 
the latter to be one of the most 
noaern 
Da 


Keenan Retires as 
Star’ Ad Director 
W. D. (Bill) Keenan, who joined 


the Indianapolis Star in 1906, has ' 
{1 as advertising director of | 


et 


‘he paper. His first job at the Star 


0 install a classified billing | 


yStem. He was advertising man- 
‘ser trom 1913 to 1931, when he 
€caine advertising director. 


Federation Adds Six 


~— 


Advertising Federation of | 


ca members are: Chicago 
t - American; Birmingham 
Atlantic Fisherman, Goffs- 


N. H.; Times-Journal, Vine- 
N. J.; Erie division, U. S. 
ig & Lithograph Company, 
Pa.; and Advocate, Newark, 


Peclar Joins WPAT 


Pedlar, son of the former 
ent of Pedlar, Ryan & Lusk, 
York, and formerly of NBC, 
* Kudner, Inc., and Joseph 
‘y McGillvra, Inc., has joined 
ies staff of WPAT, Paterson, 


soybean plants in the) 


appointment of Geyer, Cornell & 
Newell, 
eral 


chandising brochures, the drive 
| will look toward postwar mer- 
|chandising with emphasis on con- 
|sumer recognition of Federal’s 
“Shield E” trademark. 

Federal’s product planning com- 
mittee is working with the agency 
}on plans for jury-testing consumer 
opinion regarding each new glass- | 


Columbus, Ohio, Aug. 8. — With | 


Glass Company has_ an-| production. 
nounced the first national adver-| Conw ay, vice-president and direc- | 


tising campaign in its 44-year his- | tor of sales, Federal is “ready with 
tory as a manufacturer of utility | complete plans for further mod- | 
glassware. 


tional magazines, business and 
trade publications, backed by mer- ! manpower and carton limitations.” 


Dayton, as agency, Fed-| ware item before it is put into full) Fulmer A 
According to U. I.| 


cinnati, 


Schenley Promotes Rum 
Schenley Import Corporation, 
New York, has scheduled 125 
newspapers throughout the coun- 
try for a large-space campaign for 
Marimba rum. _ Kleppner 
pany, New York, is the agency. 


craft service equipment, 


as advertising counsel. | 


Com- | 


ppoints Agency | 
C. Allen Fulmer Company, Cin- | 
producer of precision air- | 
has ap-| 
|pointed Keelor & Stites Company, | 
To start soon in na- | ernizing present production facili- | Cincinnati, 

ties, although currently pressed by Engineering and aviation publica- 
| tions and direct mail will be used. 


25 
Rees Joins ‘Liberty’ 


William Parker Rees, recently 
discharged from the Navy, has 
joined the Detroit advertising sales 
staff of Liberty. 
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Leading by better than 60% margin: 
1943 Cash Income from Cotton and Cotton Seed . $1,412,000,000 


1943 Cash Income from Poultry and Eggs. . . 


(Source: U.S. D. A.) 


Great fields of growing cotton . . . Great flocks of 
thriving Poultry . . . Both are sign posts of farm 
prosperity. The Poultry Farmer, with 60% larger 
income, is an exceptionally dependable customer for 
your products. With him every day is pay day. He 


Plug, that 
$2,000, gn0,000 HOLE 
in your Fart 
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AMERICA’S LEADING POULTRY FARM MAGAZINE d 


$2,424,000,000 


is always planning—always selling —and always buy- 
ing, too. That's why your good advertising message 
will meet with generous response every month of the 
year in the leading paper of the Poultry Farm Industry 


. Poultry Tribune. 


USE... 


Representatives: 


Chicago: 
Member: 


To Cover the Most Responsive 
Section of the Farm Market 


POULTRY TRIBUNE 


Home Office: Mount Morris, Illinois 


New York: Billingslea and Ficke 
J. C. Billingslea Company 


AGRICULTURAL PUBLISHERS’ ASSOCIATION 
AUDIT BUREAU OF CIRCULATIONS 
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Asks Explanation of 


‘Creative Man’‘s Corner’ 


To the Editor: Some of my 
railroad friends have called atten- 
tion to Item No. 2 of “The Crea- 
tive Man’s Corner,” Page 37 of 
ADVERTISING AGE, June 26, in 
which some unnamed gentleman 
makes derogatory remarks about 
railroad advertising in general. 
One of my inquirers has also writ- 
ten me as follows: 

“What the deuce is the use, pur- 
pose, motive or meaning of this 
particular department of ADVER- 
TISING AGE? 

“Is it ta. be interpreted as a sec- 
tion in which a self-styled ‘crea- 
tive’ advertising expert airs his 
personal pet peeves for the ‘bene- 
fit’ of the readers of the paper? 

“If so, I wonder whether the 
responsible editors of ADVERTISING 
AGE feel that it is all right to cast 
such an aspersion broadly upon 
railroad copy which involves the 
advertising of something like 50 
or 60 separate railroad companies 
and almost an equal number of 
rather reputable advertising agen- 
cies. 

“Maybe I am misinterpreting 
the whole thing. If so, perhaps 
you can give me some informa- 
tion which will help me to under- 


stand the idea or reason if any | 


which underlies the column.” 
S. D. Fuson, 

Vice-President, Arthur Kud- 

ner, Inc., New York. 

[Editor’s Note: In answer to 
Mr. Fuson’s letter, ADVERTISING 
AGE’s point of view regarding such 
departmental material is set forth 
in Editorials this week, Page 12.] 


, Ff ¥ 


A $5 Bargain 


To the Editor: Of course I 
must have Jim Young’s book. So 
here’s my three bucks. But I’m 
going to hold you to your guaran- 
tee. You say the book is worth 
$3. I am willing to affirm before 
a notary that you are mistaken. 
It’s worth $5. So what? 

Marco Morrow, 
Englewood, Colo. 


er ee 


Today Is the Day 


To the Editor: Possibly it’s the 
heat, or it might have been that 
the pixies have moved back into 
the composing room! At any rate, 
the boys at Lennen & Mitchell 
were more than a little startled 
when on opening the Monday, 
July 17 issue of the New York 


Holhing lake. j Ue “fe ace of 


a 


Cl 


Times they discovered their Cal- 
vert ad planked right next to a 
Bacardi display. The startler was 
that the Bacardi theme of “Today 
: More Than Ever” appeared 
at the top of the ad, while the 
Calvert space featured a theme at 
the bottom of their display which 
has been used repeatedly by Cal- 
vert since June 5—the theme, “To- 
day, more than ever...” 

I haven’t the slightest idea-when 
Bacardi decided on the theme, but 
I do know that Calvert first used 
it on June 5 in its newspaper 


\for your swell offer. 


can tell the REAL THING! 


This department is a reader’s forum. Letters are welcome. = 


the head of the copy, it is intended 
as a one-shot. 

Unfortunately, through a trick 
of makeup the ads were placed 
side by side, as you can see from 
the attached tear sheet. 

DANIEL J. MAHONEY, 

The Earle Ferris Company, 

New York. 


- +? 


Pony Keeps Him in Touch 

To the Editor: You may be 
interested in the following com- 
ment on your overseas edition. It 
comes from Lt. Richard C. Lynch, 
formerly production manager of 
this agency, now stationed in New 
Guinea: 

“Whoever was responsible for 
sending ADVERTISING AGE accept 
my thanks and continue to send 
it if possible. A damn good pub- 
lication for keeping ‘in touch.’ ” 

G. GorpDON HERTSLET, 

Vice-President, Anfenger Ad- 

vertising Agency, St. Louis. 


To the Editor: Received my 
first copy of the Servicemen’s 


Pony Edition of ADVERTISING AGE | 


and I can heartily say it was like 
being returned to the advertising 
fraternity. Not only I, but every 
former associate who is stationed 
here, avidly read each and every 
article. 

Looking forward to 
edition with eager 
May I express my sincerest thanks 


the next 


Prc. ALBERT T. SUEDEN, 
Camp Lee, Va. 
P. S. You can look for more 
requests from the personnel of the 
QM School; they are asking for it. 
To the Editor: The July Serv- 
icemen’s Pony Edition of ADvVER- 
TISING AGE is the first one I’ve 
seen. It’s a wonderful idea! 
I have been writing to several 
friends in the service who were 
formerly in the advertising busi- 


ness, trying to keep them up to| 


date on all developments. I am 
sure that they would appreciate a 
copy of this edition. 


anticipation. | 


*. 


thorough and progressive publica- 
tion. 
Prior to crackin’ the khaki 18 
months ago I was associated with 
Aaron & Brown agency in Phila- 
delphia, now Elinor I. Brown 
agency. Lookin’ forward with no 
little anticipation to reentering 
the field with renewed vigor. 

Cpt. MARVIN R. GOREN, 

Big Spring, Tex. 

To the Editor: One of our boys 
—now a private in the Army— 
writes to say he appreciates so 
much your efforts to keep the G. I. 
Joes up to date—also finds the 
pony edition very interesting in 
ascertaining what is going on in 
the advertising field. 

Notes of this nature have been 
coming to us from our boys in 
service—who have been receiving 
the last two issues. 

Just thought you would be in- 
terested in knowing how much the 


. 


pony edition of ADVERTISING AGE 
|is appreciated in your efforts to 
| help the boys in service. We have 
| also received letters advising that 
| they pass it along to others inter- 
ested in this field, who do not re- 
ceive the issue direct. 

R. RICHMAN, 
Advertising Manager, Gold- 
blatt Bros., Chicago. 


To the Editor: The copies of the 
Servicemen’s Pony Edition arrived 
today. Thank you very much for 
this courteous service. 

We feel confident that your 
newspaper will keep our men 
“over there” up-to-date and well 
informed. To speak frankly, their 
letters beg of news in the office 
and in the field. 

MARGARET McDowWELL, 
Geare - Marston, Inc., Phila- 
delphia. 

To the Editor: I am receiving 
from you five copies of your Serv- 
icemen’s Pony Edition. 

Only the first one has been re- 
ceived by the five servicemen to 
whom I am sending it, but I would 
like you to know that all five of 
| those men have written back the 


Advertising Age, August 14, ig, 


most enthusiastic letters you o, 
saw about this special edi: ." 

; N yo 
are putting out for them, | be. 
lieve they are reading eve; ‘ 


You are doing a great my 
putting out this special is: ye ¢,, 
servicemen —it is a pleacure «, 
send it to them. Congratw sition. 


R. S. NIcHoLsoy, 
Zone Manager, West Ho! day 
Company, Los Angeles. F 


To the Editor: 
wonderful service with your Sery. 


icemen’s Pony Edition for tie poy. 
from 


who are temporarily awa 
their loved activity. 


Keep up the good work. [t wi) 
be greatly appreciated—ever more 


when the boys return. 
Capt. J. L. DENNIson, 
Ft. Lewis, Vash. 


[Editor’s Note: The Service. 


men’s Pony Edition of Apvenriszy, 


AGE is published monthly, and con. 
tains a digest and resume of the 
month’s advertising and merchap. 


dising news. It is available free 
in any quantity, to readers wh 


desire to send copies to friends 9 
associates in the armed forces. Aq. 


dress Editor, ADVERTISING Acer, 1() 
E. Ohio St., Chicago.] 


a 


Wo. A. ROSEN, 
Advertising Manager, The 
Guide Magazines, New York. 
To the Editor: Orchids to Ap- 
VERTISING AGE for the very inter- 


esting and unusual Servicemen’s | 


Pony Edition! Without doubt it’s 
the foremost and most welcome 
contribution to the advertising 
folk now serving the armed forces. 
To this G. I. it was just like a 


‘letter from home. 


Anyone who knows 


> 
» yi / 


Today. more than exer 


FEAR HEADS CHOOSE CALVERT 
Please keep ’em coming— it’s 
like bringing Michigan Avenue to 
the E. T. O. 
Pvt. EpwIn CHAMEY, 
APO, New York. 


To the Editor: Former adver- 
tising men now stationed at this 


post have been informed of your 


generous free pony offer. I’m 
frank to admit, however, that such 
an offer seems just a little too 
good to this old Pennsylvania 
Quaker 
level? 


skeptic. Was it on the 
If so, pardon my shovin’, 


ing more than 100 years, Booth Michigan 


most important markets. 


Leading automobile advertisers, oil and 


tire companies, 


Newspapers have given advertisers domi- 
nant sales promotion in eight of Michigan’s 


radio and 


’ 


Yesterday, Today and Tomorrow 


In war and in peace, over periods exceed- circulation — over 300,000 copies daily 
— practically house-by-house coverage of 


eight major Michigan markets. 


Even today, despite wartime handic«p* 


you can promote most Booth Michizan 


refrigerator strictions. 


manufacturers, and manufacturers of lead- 


ing grocery and drug products, know that 


nothing else has the power and impact of 


Booth 
markets. 


newspaper advertisi 


Booth papers are ready to break your 


peacetime announcement co 


ng in Booth 


markets with a minimum of schedule re 


For more information on Booth Markets. ask 


Dan A. Carroll. 110 East 12nd Streci. 


New York City 17 


py fast. Total 


John E. Lutz. 1:35 N. Michigan Av: .. 


Chicago Il 
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space. Calvert uses it more or less but count me in with a capital 
a as a slug and part of the signa- | “Yippeee!” It’s high time I ' 
i ture—“Today, more than ever... scoured away that mental rust and : 
Clear Heads Choose Calvert.’ got back in touch with the mar- : 


Judging by its use by Bacardi at | keting field via your magnificently 
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lichi gan “4 Men are mighty suggestible when it comes to gift buying. Naturally our shoppers rise to heights of helpfulness 
« 
dule re ef Especially Esquire readers. Maybe the magazine’s 50c for special holiday occasions. For those, Esquire issues 
<§ price has something to do with it. Esquire gives a man a offer scores of tasteful suggestions. Gifts for the brave and 
: : . ‘ ; 4 the fair. Full color photos portray carefully chosen mer- 
+ ° hand with gift selecting. And the ladies look on with de- P P y y ele 
% °f ‘ , ‘ ; chandise. As a gift guide of the nation, Esquire’s great 
kets. ask e light. In every issue Esquire features gift-wise merchan- holiday issues have become traditional 
treet, , dise. And so do many of our advertisers. For they know It’s no secret to national advertisers that Esquire influ- 
ae that with the liberally inclined Esquire readers, gift-giv- ences gift sales. And it’s a familiar and popular story to 
Ave. ‘ete’ | ing is an open season all year ’round. America’s leading retail stores. 
oe E 1 ° e J 
a Squire is not only a magazine... IT’S AN INSTITUTION 
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Ad Films Up 25%; 
Advertisers Plan | 
$250,000 Tests | 


New York, Aug. 9.—The volume 
of motion picture advertising films 
in theaters has increased 25% in 
the last year, primarily due to 
local advertising, according to 
Harold Clark, New York office 
manager of Motion Picture Adver- 
tising Service Inc., in a report to 
Motion Picture Herald. Total reve- 
nue to exhibitors from showings 
of advertising films is estimated at 
between $2,500,000 and $3,000,000, 
according to the article. 

Though national brand adver- 
tising has dropped since the war, 
Mr. Clark revealed to ADVERTISING 
AcE that 22 national advertisers 
were testing the medium through 
his firm, total funds for this pur- 
pose amounting to approximately 
$250,000. Mr. Clark said that | 
three national campaigns in thea- | 
ters will run this fall. 


According to the Herald story, | 


don't 
sell 
the 
Pacific 
Coast 
short 
from 
now 


San 
Francisco 
Examiner 


for more than 
50 years the 
leading newspaper 


in its field 


% 
~ 


advertising film distributors plan 
to apply marketing research poli- 
cies to the medium instead of “hit 
or miss” methods used heretofore. 


Wright Names McMahon 


J. S. McMahon has been ap- 
pointed head of the newly formed 
industrial relations department of 
Wright Aeronautical Corporation, 
Lockland, O. Formerly with 
Carnegie-Illinois Steel Corpora- 
tion, Mr. McMahon joined Wright 
last March. 


MacDonald to Schenley 


Harold E. MacDonald, formerly 
vice-president and retail sales 
mamager of Montgomery Ward & 
Co., has been elected a vice-presi- 
dent of Schenley Distillers Cor- 
poration, New York. 


© = | also point up a featured article by 
Curtis Publicizes = {ben Manit in the Aug 12 i 
. sue of The Saturday Evening Post 
Movie Industry which will explain how «pictures 
reach combat zones. Curtis’ Blue 


Service Gift Films | Network program, “The Listening 


| Post,” will also publicize the :gift- 
Philadelphia, Aug. 8. — Curtis| film project on Aug. 11 at 10:45 
Publishing Company is the first | a.m., EWT. 


|national periodical publisher to | 


give all-out support in the Army- 

War Activities Committee drive to| McCall Appoints Pulte 
publicize the motion picture indus- | F. Edward Pulte Jet former 
try’s gift films for servicemen and |chief, retail stores section, War 
women in combat areas. The | Finance Division of the Treasury 
company will advertise the project | Department, has joined McCall 
in national newspapers featuring | Corporation, New York, as a spe- 
news-picture pages in August, and | cial representative. National re- 


will also print and distribute to 16,-| tail director for the “March of J 


000 theaters a lobby poster call- | Dimes” campaign, Mr. Pulte pre- 


ing attention to the fact that 17,000 | viously was with Carl Byoir & As- 
entertainment movies have been |sociates, Allen W. Church Adver- 
sent abroad in the last two years | tising Agency, and Kroger Groc- 
without charge. This poster will|ery & Baking Company. 
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NRDGA Cancels M oetip, t 
Because of repeated ; ils l 
ODT to curtail civilian ; a. 
store management and 0 
groups of National R, ) 
Goods Association have ale’ 0! 
plans for a joint mid-y; nee: Il Nev 
ing in Cleveland during 
week in September. An ,; 
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be made, however, to ho vepaiecal 
regional meetings durine tor Mr t 
ber and October. rout 
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Lynne I. Carnell, form: witgepenia 
a. eeamilten Ad ; ‘h 
Agency, Chicago, and Jomes ygmith 


Shea, former reporter e thaprgen 
Philadelphia Record, have joingfMer'is 
the copy staff of Lawrence ork 
Everling, Advertising Philo fli) th: 
delphia. ‘os 
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STEEL'S Postwar Market Selector, now available, analyzes the 
expectations of the metalworking industry. It also gives a breakdown of the market by 4.6 
products, operations and employment. In selling this industry, key your program to this ‘a 
basic market picture and tell your story consistently in STEEL, which reaches those 

plants doing over 90% of the business. 
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icetingliir] Scouts Issue 
- \bolicy Booklet 


offor Advertisers 


irk, Aug. 8.—A folder 
the policy of the Girl 
sanization, ‘formulated 
mi f the increase in requests 
Hoe: . the use of the name Girl 
; ad Girl Scout official in- 
mia advertising,” has just 
# sed by the group’s pub- 
. relat ons department. 


| headquarters, 155 E. 44th St., 
| New York 17, N. Y. 

Pointing out that Girl Scout ac- 
tivity in crafts and drama and 
homemaking, health and _ safety, 
and other fields “has been effec- 
tively used in many advertise- 
ments of products relating to the 
girl’s interest in these fields,’ the 
|folder adds that obviously “it 
would be unsuitable for Girl 
| Scout references to appear in ad- 
vertisements for certain types of 
products such as alcoholic bever- 
j}ages, tobacco, or patent medi- 
| cines.” 


Burns Joins Telechron 
| J. J. Burns has been named 
| Pacific Coast district manager of 


| Warren Telechron Company, with | 


Donohoe, Gisler 
Join Dell Publishing 


Herbert J. Donohoe has been 
appointed advertising director by 
the Dell Publishing Company, 
New York, for Modern Magazines 
and the Dell Detective Group. He 
formerly was advertising director 
of Liberty. 

Carl Gisler, for the past year 
associated with Good Housekeep- 
ing, has rejoined Dell as research 
director. 


Two Join WFCI 

Wallace A. Walker, formerly 
general manager of Station WJHP, 
Jacksonville, Fla., has been named 
general manager of WFCI, Paw- 
tucket, R. I., succeeding Theodore 


wo Declar ng that the name and in- 
. mai e registered trademarks 
ne Wit? . , d ] 
erence hich iy be reproduced only | 
Tov. Mth the consent of the Girl Scout | 
: a va on, it suggests that ad- 
LV joine ertisers Submit any copy or art headquarters 
wrence ork V 


in San Francisco. 


A. Allen. 

vith a Girl Scout reference | He was previously assistant Pacific | merly 
rganization’s public rela- | Coast district manager of General 
sion, Girl Scout National ' Electric. 


program director 
Jacksonville 
‘named program director of WFCI. 


Harry Moreland, 


station, has 


for- 
of the 
been 


|2nd lieutenant in the 
| Corps. 


Promoted by Armstrong 


Max Banzhaf has been appoint- 
ed manager of the building ma- 
terials division creative section of 
the advertising and promotion de- 
partment, Armstrong Cork Com- 
pany, Lancaster, Pa., 
A. Hugh Forster, who has been 
commissioned an ensign in the 
Navy. Mr. Banzhaf, who joined 
Armstrong in 1938, was trans- 


succeeding | 


ferred from the Chicago sales of- | 
fice ef the building materials di- | 


vision. 


Lavin Gets Commission 
Barney Lavin, general manager 
of Station WDAY, Fargo, N. D., 
has been granted a leave of ab- 
sence to accept a commission as 
Marine 


Jack Dunn, assistant man- | 


}ager, will take over Mr. Lavin’s | 


duties during his absence. 


oo . an = © * % 7 
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Most Will Buy It, 
STEEL Study Reveals 


Disposal of government-owned plants 
and facilities is a problem which con- 
cerns all plants in the metalworking 
industry from a policy standpoint. 
owever, according to the findings in 
an industry-wide study conducted by 
STEEL magazine, only 17.2% of the 


% plants have either government-owned 
(3 plant capacity or equipment. Of these, 
Ae 52.7% intend to buy it, assuming that 
rd it is offered at a reasonable price. 


Breakdown by states 


he geographical distribution of the 
plants owned by the government some- 
what parallels the industrial importance 
of the states. Pennsylvania leads with 
11.5% followed by Michigan, Ohio, 
Illinois and New York. In these five 
states are located over 50% of the 
government-owned plants in the metal- 
working industry. 


Variation by plant size 


Most of this government-owned metal- 
Working capacity is operated by the 
larger companies. STEEL’s data show 
that only about 7% of the companies 
tmploying fewer than 50 have such 
Capacity, compared with 40.1% of the 
plants employing between 500 and 
1,000 and 59.2% of those employing 
More than 1,000. Furthermore 69% of 
employing more than 1,000 in- 
‘to buy the facilities they are 
ig, while only 30.3% of those 
ing under 25 intend to do so. 
luct classifications the distribu- 
f government-owned capacity 
ies considerably. For example, 
4.6% of the plants normally manu- 
ig office machinery report 
gover’ ment-owned capacity as com- 
Pate “Oo only 8.7% of the metalworking 
ery manufacturers. Practically 
lassification of the metalwork- 


FY Only 17.2% of Metalworking Plants 
Have Government-Owned Capacity 


DISTRIBUTION OF GOVERNMENT OWNED PLANTS 


S.DAKOTA 


°. } 


How many plants have government-owned capacity? Where are they located? 
What will be done with them? STEEL'S new study of the metalworking industry 
answers these and other questions that affect sales planning. Ask your STEEL repre- 


sentative to show you the new Market Study and Postwar Market Selector. 


ing industry has some government- 
owned equipment or facilities but their 
intention of purchasing it ranges from 
a low of only 27.3% in the classifica- 
tion of containers and hollow-ware up 
to 92.9% of the machine tool acces- 
sory manufacturers. 


Study covers major problems 


STEEL’S study of the metalworking 
industry gives the answers on such 
questions as new product development, 
length of time it will take to reconvert, 
the industry’s ability to maintain 
present employment and production 
levels, and the picture on subcontract- 
ing. It analyzes these problems by size 
of plants and by specific product 
groups. With metalworking now rep- 
resenting 60 per cent of all manufac- 
turing in the United States, this study 
of the industry’s postwar plans and 
expectations should be of extreme 
importance in your own sales and 
advertising plans. 


If you haven’t yet had the opportunity 


to see the complete new study—‘'The 


Who, What, 


Where and How of 


Metalworking—After the War’, ask 
the man from STEEL to go over it with 
you at your earliest convenience. 


STEEL 
Penton Building 
Cleveland 13, Ohio 
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30 
Gets Hotel Account 


Kemmerrer, Inc., Hollywood, 
Cal., has been appointed to handle 
national magazine advertising for 
the Hotel Last Frontier, Las 
Vegas, Nev. 


THE DAILY BUSINESS NEWSPAPER OF THE 
NATION’S GREATEST INDUSTRIAL AREA 


Starts ‘Design Council’ 


Don May, formerly director of 
design for Esquire, and author of 
“101 Roughs,” a book on advertis- 
ing art, will open his own “Design 
Council” offices at 333 N. Michigan 
Ave., Chicago, about Sept. 1. The 
organization will service advertis- 
ers and agencies with layout, de- 
sign, type, styling and art direc- 
tion. 


Names Addison Vars 


A. W. Hecker, Cleveland tool 
designer and manufacturer of spe- 
cial machinery, has appointed Ad- 
dison Vars Company, Buffalo, to 
handle its account. 


Crawtord to Gibbons 


Walter J. Crawford, Toronto 


free lance advertising writer, has | 
joined J. J. Gibbons Ltd.. Toronto. | 


‘ J ’ 
Plough Adds ‘Major's 
Plough, Inc., Memphis, maker 
of St. Joseph aspirin and other 
products, has purchased Major’s 
cement, 68-year-old household 
product, from Major Mfg. Com- 
pany, New York. 


Scott Names Pearson 


Forrest C. Pearson has been ap- 
pointed manager of the Los An- 
geles office of Duncan A. Scott & 
Co., publishers’ representative. 
Assisting him is Lee Willson, for- 
merly in the San Francisco office. 


Lau Joins Willys 

Frank Lau has been appointed 
director of industrial relations of 
Willys - Overland Motors, Toledo. 
Mr. Lau had been supervisor of 
the factory accounting division. 


Set 43,000 Goal in 
Merchant Marine 


Recruitment Drive 


New York, Aug. 9.—An exten- 
sive campaign to recruit 43,000 
men for service with the U. S. 
Merchant Marine will get under 
way in about two weeks, accord- 
ing to L. M. Hickson, general ad- 
vertising manager, National Dis- 
tillers Products Corporation, who 
as campaign manager is working 
out details with War Shipping 
Administration and War Adver- 
tising Council. Despite isolated ad- 
vertisements publicizing the need, 
a regular program of insertions 
through nationally-known adver- 
tisers is still “in the works.” 

Men with seaman experience in 


things about me! 


Dan could tell you some mighty nice 


You see — I’ve meant a lot to the 
Vice-President-in-Charge-of-Sales 
of the Gerber’s Baby Food business. 
And Gerber’s Baby Foods have meant 
a lot tome! And my babies. 

That’s why Dan began to court me 
in Cosmopolitan about ten years ago. 
‘And he’s still doing it.) 

Dan says I’m a natural! 
I’m that typical Cosmopolitan reader 
you’ve been hearing about. 

I’m under 35. (The majority of 
Cosmopolitan readers is under 35!) 


[/osmopolitan 


GREAT WRITING MAKES GREAT READING! 


good to me. 


much more money th 
to spend—So I do liv Well! 


That makes me... 


Young enough to still be trying to 
decide what’s the best buy for me. 
Young enough to TRY what looks 


Young enough because Cosmopoli- 
tan is planned that way. To attract 
us young ’uns and hold on to us. With 
those wonderful stories by people 
who know how to write. 


‘Hoy! How'd you like to know me 
like Dan Gerber’does 7 


I’m the mother of two children. And 
such children! 


I like to live well. And I’ve got 


the average 


to tell about 
good to me! 


That makes you... 


Prick up your ears, I hope. Cause... 
what looks good I TRY! 

So—if what you’re selling looks 
good to YOU, I’m the girl you want 


it. Chances are it’ll look 


A ' 
i £ 
y 78 


Cosmopolitan Readers are YOUNG! 


Cosmopolitan 
a Readers have 


Cosmopolitan is where 
you'll findthat 
whopping high percent- 
age of us under-35's. 
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Ships con't sail withou 9) 


wWantto $0.( 
for the Merc 


S4ACOB RUPPERT © BREWERY - Wey 


APPEALS TO SEAMEN — With thi 
generous-size newspaper copy, Jacob 
Ruppert, Brewer, throws its support ¢, 


the drive to enlist men for the Me, 
chant Marine —"'Life-Line of the |p. 
vasion." 


the last five years, including mej. 
cally discharged servicemen no: 
necessarily unfit for service jn the 
Merchant Marine, are being sough; 
War Shipping Board has pointe 
out that with 145,000 merchay 
mariners, the country has prac: 
cally provisioned our outposts jy 
all areas of the world. The can 
paign will seek to interest men ; 
this service as a postwar career 
as well as a wartime necessity 
Kenyon & Eckhardt, New York 
and Young & Rubicam, San Fra: 


|cisco, are East and Pacific C 
task force agencies. 


To Manage Research 
Helen Johnson, formerly assist 


ant to the research director of Mac 


has been appointed manager 9 
the advertising research depart 
ment. 


fadden Publications, New York 
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The Combination that Clicks 
in Philadelphia 


oe) SHE RECORD-and ONE Other ’”* 


CRACKING a market, like opening the office safe, depends on knowing the right combina- 
tion. This is particularly true in Philadelphia, where newspaper preferences are a matter of 
conviction — not convenience. 


Advertisers who know Philadelphia, know that — 
1. Philadelphia traditionalists read one, or both, of the city’s two conservative dailies. 
2. Liberal-minded Philadelphians buy, believe in and support The Record. 


3. No single newspaper can bridge the fundamental difference in viewpoint between 
these two otherwise similar reader groups. 


A That’s why selling Philadelphia is a “combination” job. And the combination that clicks 1s 
, “THE (liberal) RECORD —and ONE Other” (your choice of the two conservative papers). 


IT TAKES THE RECORD 


seam’ PHILADELPHIA RECORD 


QUARTER MILLION DAILY - HALF MILLION SUNDAY 


Represented Nationally By GEORGE A. McDEVITT CO., NEW YORK, CHICAGO, PHILADELPHIA, DETROIT, CLEVELAND 
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Army-NavyE, 2 Years Old, 
ersists as Ad Factor 


168 of 3,200 Winners 
Now Rate Four Stars 
on Their Pennants 


New York, Aug. 10.—Until the 
war is won, production will con- 
tinue to be a major promotional 
theme. Of hundreds of thousands 
of little and big American fac- 
tories which, in the 32 months 
since Pearl Harbor, have turned 
out the stuff to help the United 
Nations turn back the Axis tides, 
3,200 have won the Army-Navy E 
pennant for production excellence. 

All of these awards have been 
promoted. Mostly the promotion 
has been confined to the award 
ceremony itself and to other forms 
of stimulation of workers within 
the plant. Many plants, however, 
have run newspaper campaigns on 
this theme in their areas. After 
two years of the joint Army-Navy 
E awards, scores of advertisers 
still are plugging or mentioning 
them in national campaigns. 

In current issues of three large- 
circulation weeklies, Collier’s, Life 
and The Saturday Evening Post, 
the E pennant appears in adver- 
tising of Alemite division of Stew- 
art-Warner, A-C and Champion 
spark plugs, Bauer & Black, Buick, 
Cadillac, Carrier Corporation, 
Cessna Aircraft, B. F. Goodrich, 
Nash-Kelvinator, Parker Products, 
Wagner Electric, Westclox and 
Wilson Sporting Goods. 


Networks Carry Shows 


In the last two years, all four 
major networks have carried spe- 
cial E broadcasts. The Blue has 
had 21, Mutual 11, and NBC and 
CBS several each. 

Advertisers, such as Emerson 
Radio & Phonograph Corporation, 
are still getting out special edi- 
tions of house organs to mark win- 
ning of the award. 

Of the 3,200 E winners, 168 now 
have something extra special to 
talk about. These 168 plants have 
won four stars on their pennants 
for maintaining production excel- 
lence for four successive. six- 
month periods. 

Of the 168, 150 are plants of 123 
private companies; 17 are Navy 
plants, and one is the National 
Bureau of Standards, Washington. 
The 17 Navy plants include six 
Navy yards—at Boston, Brooklyn, 
Mare Island, Cal., Norfolk, Phila- 
delphia, and Washington, D. C.— 
and 11 are ammunition, mine and 
supply depots, torpedo stations, a 


craft 
with awards to eight plants, all 
at Bethpage, N. Y. The award is |" 
made not to a company but to aj @!r 
plant. 
plants have earned four stars. cal 

Next on the four-star list are | and parts production, engineering, 


American 
Carnegie-lIllinois 
tion, with four plant awards each; 
and Farrel-Birmingham Company 
and General Motors, three plants 
each. 
and General Electric are among 


Company and 
Steel Corpora- 


Brass 


Bethlehem Steel, du Pont 


companies with two plants on the 


Engineering Corporation, 


About half of Grumman’s 


four-star list. 
Grumman—now planning its first 
national 


campaign—is the only 
plane maker to rate four stars. 


Most of the winners are “techni- 


” 


concerns—in machine tool 


shipbuilding, etc. Some are lead- 
|ing metals producers, such as 
Chase and Revere Copper, Inter- 
|national Nickel, General Bronze, 
West Bend Aluminum. A number 
of them—including Carrier, Elec- 
tric Storage Battery, National 
Cash Register, Union Carbide and 
Westinghouse—are large-scale na- 
tional advertisers. 


Switch to Production E 


Different branches of the Navy 
have awarded an E for excellence 
|in gunnery, engineering, etc., for 


Advertising Age, August 


many years. In the sw 
1941, the Navy’s Bureau 
nance turned it into a p: 
E. Early in 1942, right aft 
Harbor, the Navy as 
adopted it as a production 
Army got together with t! 
on a joint E award in Ju 
Thus all four-star wir 
to now were initiated an: 
on primarily by the Navy 
;}entire 3,200, however, t! 
| probably has initiated 2,(\ 
‘though a joint Army-Na\ 
|passes on candidates, th: 


proving ground and a powder fac- 


tory. 
Grumman Tops List 


First in total number of four- 
star E awards among individual 
companies stands Grumman Air- 


Selling To Women While 
They're Young 


DPablished baGIR SCOUTS 


45 Ease agth Screet, New York ry 


ms met ke 


° i) x 


Grew along with us! 


225,000 ABC! 


MEMBER OF THE YOUTH GROUF 


Arthur B. Church, founder and president of KMBC, gives rich advice as radio 


pioneer to recommendations of his promotion-publicity director, E. P. J. Shurick. 


From Research Findings of Mr. Smith.KMB 


ne 


C’s program promotion is pointed with 


rifle shot exactness, not shot-gunned haphazardly across station's listening log. 


Promotion planning board also consists of (!.to r.) Mark N.Smith, resear: 
Sam H. Bennett, v.p. and sales director: Karl Koerper, v.p. and managi! 


Field Research is fundamental at KMBC with Dr. C. F. Church, Jr., cur 


iling nation’s stations for ideas on improving KMBC’s programming i! 
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194 {dv 
n P me a separate list of those it|Some of them doubtless will be | Philadelphia; Miehle Printing : 
Ord. vag init ted. The Army (the Navy | getting a fifth star next month. Of | Press & Mfg. Company, Chicago; Joins Ferres Agency an 
! +3 “\ic ADVERTISING AGE) won’t sup-/|the 12 which had been awarded | Northern Ordnance Company, ; G. M. Soules, formerly advertis- 
a . tne Navy with its list. three stars by March 1, 1943, all rpaegins =~ ce P “?\ing manager of Drug Trading 
€a ) ieee s ide , ca a aio. ae , |Minneapolis; Pollak Mfg. Com- Company, Toronto, has joined the 
tnd, F four-star winners were/are in the four-star group now. at Betta We ent Men, | Sass alien of Derees Akeuttis 
Th a ced by the Navy last Sept. | These 12, pace-setters throughout, | P@"Y: GCN, W. Va. SF ee eee —s cece MEV us 
t has ant -areas a star has been added | are Arma Corporation, Brooklyn; | tile Machine Works, Reading, Pa. 'n8 Service. 
uly. 194 es , six months of continued | Bausch & Lomb Optical Company,| To feature its fourth star, Keuf- sienna 
pi cient production, regulations | Rochester; Cameron Iron Works, | fel & Esser published a full-page A 
T Bs a ‘> effect early this year re-| Houston; E. I. du Pont, Wil-|ad in Fortune last year. Pollak, Luxite Names Chernow 
| the aie! ,at four-star recipients hold | mington; Fisher Body division of |in January, ran a special ‘business Luxite Silk Company, manufac- 
rm that vel for a full year before |General Motors; International | paper ad anda 1,000-line insertion | turer of mens’ necktie fabrics, has | 
0 Al. sett a fifth star. | Nickel Company, Huntington, W.|in newspapers of 10 cities. Sev- | appointed the Chernow Company, 
Vy boars "None of the early-starred plants | Va.; Keuffel & Esser Company, eral others continue to promote New York, to handle its adver- 
he Army has been dropped from the list. | Hoboken, N. J.; Midvale Company, | their stars. tising. 
a | 
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ser and that of the Columbia Broadcasting 
’ste 1, of which KMBC is a basic affiliate. explain 
minence and following of KMBC programs 


rsonalities throughout the Heart of America. 


Specialized Experience backs all KMBC promotion, whether 
for radio, newspaper, direct mail or outdoor. Miss Ament, 
pin-up girl to the right, is assigned by Mr. Shurick to the 


PROMOTION 


roots of any successful advertising campaign can be found 
vide-awake and well-rounded promotional support. It has been said 
0 that its high return and low per-inquiry ¢ost result greatly from 
ial approach by the broadcasting industry to utilizing every 
| of promotional media. KMBC of Kansas City is an excellent 
of what aggressive program promotion can mean in prestige 
rou-hout the market, not only for the radio station itself, but for 
issociated with it in commercial sponsorship. Thousands of 
ollar- are spent each year by KMBC for program promotional pur- 


Poses. This plus service, together with the promotion efforts of the 


PROUDLY 
Fly Tl Flag 


STILL TIMELY—Current national maga- 
zine promotion of the Army-Navy E 
pennant for wartime production excel- 
lence includes this typical full-color 
half page in behalf of Parker Rust 
Proof Co., Morenci and Detroit, Mich. 


preparation of radio plug copy and program highlights, 
while Miss McKay looks to the preparation of gossip col- 
umns and other newspaper publicity for dailies and weeklies. 


Direct Mail i. important cog at KMBC 


; including two monthly house organs. 


Mr. Shurick discusses copy with Miss Slater and mailings with Miss Ferril. 


|men have 
|number of years. 


Represents Wholesalers 


Erwin C. Harms has been ap- 
pointed to represent the Wine and 
Spirits Wholesalers of America 
on the advertising and policy com- 
mittee of the Conference of Alco- 
holic Beverage Industries. Mr. 
Harms is president of the whole- 
salers’ group which was _ unani- 
mously elected into membership 
in the Conference several months 
ago. 


Delco Names Sales Heads 
M. Lawrence Judd has been 


|appointed sales manager of appli- 


ances, and Charles E. Smith, 
assistant sales manager in charge 
of oil heating equipment of the 
Delco Appliance division of Gen- 
eral Motors, Rochester, N. Y. Both 
been with Delco for a 


Closes Sept. 15th 


Briefalog 
Electrical Buyers Reference to ; 


your line in 


sure reaching those men who plan, 
specify, requisition electrical and 
allied products. Saves a_ costly 


nearest 


catalog; usage proved. Ask 
McGraw-Hill office about 1945 
edition closing Sept. 15th 
oem They reach for 
Pe 


A McGRAW-HILL 
PUBLICATION 
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Leaves WJZ for Mutual = ‘ne, Mutual sales’ promotion de-| Heads Detroit Office Buyers Will Wait 


| partment as a presentation writer. B C. Forb Id f 
Thomas B. Ellsworth, former| yr. Ellsworth was previously di- | Race fy FOSEOR, SHON Sqn o 


; | t} i 
sales promotion manager of Sta-| rector of advertising and publicity i canker aaekas ot On 


tion WJZ, New York, has joined| for Ross Federal Research. Detroit office of the magazine. for New Models 
T 
s 
Study Discloses 


Worcester, Mass., Aug. 10.— 
; Rather than buy newly-produced 
versions of prewar models, the 
great majority of motor car and 
home appliance prospects prefer 
~ to wait until manufacturers can 
» deliver the postwar improvements 
which they promise, the Worcester 
Telegram and Evening Gazette 
_ point out in releasing results of a 
survey by Fact Finders Associates, 
Inc., New York, in Worcester and 
nine contiguous towns. 

On automobiles, it was found, 
about one-fourth would “buy the 
last model made before the war” 
and about three-fourths would 
“wait for improvements.” On 
(@—@ radio receivers, about 95% would 
‘y. wait for improved models. 
| The Worcester “Survey of Con- 
/sumer’s Buying Intentions” cov- 
ering every 20th family in these 
10 places, was made under the 
supervision of H. V. Manzer, ad- 
vertising manager of these news- 
papers. 

Income Averages $3,015 


| Average family income in this 
| area, it was shown, is about $3,015 
a year. Of the 52.1% of all fami- 
lies interviewed who do not now 
own their homes, more than one- 


third intend to buy or build a 


31.1% reported that their homes 
were insulated and 10.3% intend 


43.4% plan exterior painting and 
43.3% interior painting and re- 
decorating. Alterations most: often 


remodeling kitchens, enlarging 
house, building garages and in- 
stalling bathrooms. 


power: higher values and more cash . 


= greater buying power. refrigerators; 14.2, vacuum clean- 
ers; 6.9, electric toasters; 5.6, elec- 

Your present marketing and your plans | tric ranges, and 3.7, gas ranges. 
. ' . f , ; 1 | Radios would be bought by 
HROUGH the 14 Southern states which or post war selling by all means should 29.2%, with 18.7 seeking FM re- 
Southern Agriculturist covers, power is include the Farm South. Consistent adver- ceivers and 10.5 television receiv- 
? i + 1S : . : ers. These questions, Mr. Manzer 
on the upswing in every sense of the word. tising in Southern Agriculturist—reaching explained, were based on the as- 
nearly a million white farm families—is /sumption that FM receivers would 
a : ie i aT eee ffectiv | we co alias be available at about $50 and tele- 
More tractors ... more power farming: effective sales power for you in your drive vision receivers at about $200. The 
more electricity . . . more power equip- to win and hold this more-and-more-impor- prices were arrived at after con- 
a a ea : er , oak |sulting authorities in these fields. 
ment; larger, better crops ... more fooc tant market. An automobile will be bought 


| by 20.2% of the families, two- 
thirds of whom said this would 
1 be their first car. 


Majority Keep War Bonds 
s oO U T Be: E a Of war bond owners in the Wor- 


home after the war. A total of | 


to insulate soon after the war; | 


Advertising Age, August 1944 
5.3% intended to cash nei 
bonds for postwar purcha a 
0.7% were undecided. Ch’ vo. 
sons given by those who 73 
“cash in” were home buyi 1 
dren’s education, home my 
ings, and automobiles. a 

Chief reasons given fo; ving 
savings accounts, on tl} ther 
hand, were “security,” e tioy 
of children, “habit,” and {~ gy. 
cific products and service. <j) 
as travel and trousseaux 

One fact revealed y bat 
|67.5% of families in this pi 
pect to pay cash for postw ur. 
chases; 17.3 are undeci or 
method of payment, and 26 §) play 
to buy some articles on time pay. 
ments. (Because some g: two 
methods of payment, these per. 


mentioned were adding porches, | 


Among home appliances, 21.7% | 
indicated their intention to buy | 
washing machines; 17.4, electric | 


centages add up to 111.4.) 
Four - fifths of women inter. 
viewed said they preferred buy 
advertised to non-advertised prod. 
ucts, and 48.6% said they found 
newspaper advertising “mo help. 
ful” in planning their buying, a 
against 26.6 who preferred radio 
and 15.3, magazines. 


KSO to Headley-Reed 


Station KSO, Des Moines, 5,009 
watt Blue Network affiliate, ha: 
appointed Headley-Reed Compan, 
its national representative.  For- 
merly owned by the Iowa Broad- 
casting Company, KSO will be 
managed by George Higgins, for- 
merly of WTCN, Minneapolis, wh 
takes over operation of the statio; 
Aug. 20. 


Gale Starts New Service 
Charles H. Gale has resigné 
from Hill & Knowlton to establis 
Charles H. Gale & Associate 
industrial public relations couns: 
and research and editorial servic 
at 515 Madison Ave., New York 


Appoints Basford Agency 


Corbin Cabinet Lock Company, 
division of American Hardwar 
Corporation, New Britain, Conn 
has appointed G. M. Basford 
Company, New York, to handle its 
advertising. 


We can't - larger space in 
which to tell a most important 
story —’Meet Your Contrac- 
tor-Builder Customer.'* 
Send for a copy of this 
booklet, just off the press, or 


ask your advertising agency 
about it. 

*These are the men that are going to 
do the building that all the talking 
Is about, 


PRACTICAL BUILDER 


59 East Van Buren Chicago 5 


cester area, 94% had bought them 
GAl CULTURI for long term investment, while 
Is read by 2 out (| So 
of every 5 white 
farm families in 
the South. f 
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(CENTRAL OHIO 


TRY THIS ON YOUR PHONE | 


. . . Write or Phone for 
one of our Representatives requireme 

—Let us show you samples of work 
we are doing for successful institutions. 


FAITHORN CORPORATION 


i. 


« « You will find 
it a satisfy 9g 
number becc se 
it opens ("¢ 
quick, sure \ 2 
to the comp ‘te 
and econor °! 
handling of 
your produc on 


Gav, 
(<] 
& é 


; DATA ON REQUEST © 


Ad-Setters - Engravers + Printers 


THE DISPATCH + COLUMBUS, OHIO 


400 N. Rush St., Chicago 11 * Whi. 2300 PRINTING 


DAY AND NIGHT SERVIGE 
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—And “Aviation Publications” Edited for Manu- 
facturing, Design, or Production Executives Cannot 
ond Do Not Interest Him. Read Why: 


R ‘ARDLESS of what you may read in the newspapers 

regardless of what you or others may think— 
after this war there will be a slump in aircraft manu- 
factire and production. The mammoth production 
facil ties essential to global war cannot be kept busy 
with peacetime demand. 


And when that day comes, the Big Man of aviation— 
the man responsible for aircraft and airport main- 
‘eno ice and operations who keeps ’em flying—will 
com into his own. 


He the man of the hour today. No matter how many 
arc aft come off the lines, how many production 
‘ec’ ds are broken—the planes could not fly without 


EX. MPLE: In 1943, under wartime pressure and 
Wit’ 50% of its fleet sold or leased to Government, 
1 Air Lines flew over 11 million mail ton miles, 
'.9 million express ton miles, over 357 million 
ie-passenger miles... greatest traffic volume in 
tory. United’s planes had to fly. 


kept them in the air? The manufacturer? Sales 
tive? Plant manager? Design engineer? Produc- 
nan? No—the aircraft maintenance and opera- 
men did the job. And the job they’re doing today 
1othing to what they'll be doing after the war. 


Do you realize what trained technicians these men 
have under them? Don’t think of them as “mechanics” 
—they pass stiff examinations to qualify. A typical air- 
line plane gets a No. 1 check of 56 operations at every 
1% hours of flight; a No. 2 check of 167 operations at 
every 50 hours of flight; a No. 3 check of 96 operations 
at every 125 hours of flight; then at 725 hours, the 
plane is completely taken down and rebuilt. And the 
maintenance men do it all. Maintenance engineers and 
superintendentsagust employ the most highly skilled 
technicians known to industry. What a production 
executive wants to read is of no value to them. They 
are a separate industry within an industry. After the 
war, commercial aviation will expand manifold. These 
men responsible for maintenance and operations will 
be tremendously increased both in number and in re- 
sponsibility. Vital to the aviation industry, and vital 
to you. 


And that’s only the commercial side. Charles Stanton, 
C.A.A. administrator, predicts 500,000 private aircraft 
after the war—an increase of 20 times over pre-Pear] 
Harbor. To even start to handle the tremendous in- 
crease in private plane flying will require immediately 
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more than double the pre-war number of existing air- 
ports and fixed base operation facilities. It takes a 
specialized publication, edited exclusively for this 
group, to interest the men who keep ’em flying. These 
Same men are the men who buy, order, specify what 
you sell. These men alone are the men for whom 
Aviation Maintenance is edited and distributed. 


So great was the need for Aviation Maintenance, that 
with its first issue it established the all-time record for 
advertising space in a new trade publication. And 
today, only a few issues later, space is almost sold out. 
Get Aviation Maintenance on your schedule, if you 
make something the key men of aircraft and airport 
maintenance and operations ought to know about. 
Start telling them the facts. Start telling them now. 


ANOTHER CONOVER-MAST PUBLICATION 
205 East 42nd St., New York 17; 333 North Mich- 
igan Ave., Chicago 1; Leader Building, Cleveland 
14; Duncan A. Scott & Co., West Coast Represent 

ative, Mills Building, San Francisco 4, Pershing 


Square Building, Los Angeles 13. 


bation Maintenance 
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Retail sales 
in Battle Creek 


pout the same 
1944 show ¢ re up 
wi S parement store aoe a 
as a year ti employment — siebits are up 
— indus or a year ago: = ean 
3.93% Battle Creek is 4 stable , 


for the first 


2 ef \. D a oe Kg } 
Buy bs CRBS 


vs 


weiner COMPABY UY, 


— 


¢; ALLE 
HATIONAL pepeesentarives: A2 y 


\a 
| 


/ Drug Store of 
Future’ Laid Out 
by Bristol-Myers 


| New York, Aug. 9.—Complete 


jj}even to the comfortable lounge 


where customers can view news 
flashes while waiting for prescrip- 
tions, a ““‘Drug Store of the Future” 
was projected this week by Bris- 


| |tol-Myers Company to stimulate 


|retailer thinking for the postwar 
era. 

| The company’s conception of the 
|future store is presented, with 
| full-color illustrations and an out- 
‘line drawing of the departmental 


@\and floor layout, in the current 


|‘*Merchandiser Magazine” mailed 
|by Bristol-Myers to all retail 
|druggists in the country. R. J. 


| Ingram, assistant sales manager, is 


: | editor of the company publication. 


The Bristol-Myers plan, stress- 
ling layout and broad aspects of 
design, embodies simple, attractive 
decoration plus inviting, open dis- 
plays. Spacious aisles are included 
to assure “smooth-flow” customer 
circulation. Cautioning that com- 
plete revision of the drug store 


Advertising Age, August | 


DRUG STORE OF THE FUTURE—The center spread of Bristol-Myers’ } 


chandiser Magazine depicts the company's idea of ‘smooth-flow” int 


layout for a postwar drug store. 


and its various departments will 
be required if sales are to be 
maintained and customer good will 
sustained, the magazine suggests 
that at least some of the sugges- 
tions can be adapted to existing 
stores. 

The plans include a revolving 
display at entrance to the store; 
harmonizing front or side windows 


re you forgetting 
your old customers? 


Many scarce household appliances like electric 
irons, cleaners, toasters, fans and refrigerators 
require attention for further wartime use. 

Tell your customers where to find authorized 
service. You can do this by displaying your trade 


mark and brand name in the Classified section of 


the telephone directory. Underneath, list your 
local dealers with their addresses and telephone 
numbers for easy reference. 

More people than ever are using the Classified 
today as their service guide. Dealers identified in 
this busy book benefit from the increased usage. 

For details of this Trade Mark Service, see 
Standard Rate and Data, General Magazine sec- 
tion under “Telephone Directories.” 


Or call the Business Office of your tele- 


phone company. 
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. 
Customers’ convenience is stressed 
| with alternate revolving and sta- 
tionary glass or plastic s} es. 
with curved style windows: and 
open displays in the interior to 
create extra-impulse sales. The 


interior features concave and con- 
vex counter show cases and island 
displays. 


‘Candy Industry’ to Bow 


Don Gussow, former editor of 
Confectionery -Ice Cream World 
and of International Confectioner. 
has announced the publication of 
Candy Industry, New York, a fort- 
nightly tabloid-size newspaper for 
the confectionery business, first 
issue to appear Aug. 19. 


ANPA Elects Two 

| American Newspaper Publishers 
| Association has announced the fol- 
|lowing new members: Press and 
Enterprise, Riverside, Cal.; Times 
|& News Leader, San Mateo, Cal.: 
| Journal and Tribune, Albuquerque, 
|N. M.; and Gazette, Chillicothe, 0 


| 

‘Heads Fairchild Dept. 

| Virginia Fullinwider, with Fair- 
child Publications’ retail selling 
division for three years, has been 
promoted to director of the di- 
vision succeeding Zelma Bendure, 
resigned. 


IN WISCONSIN 
‘But You Can Buy Better Than 


50,000 Watt Coverage 


on the 


WISCONSIN 
NETWORK 


with 
— Clearance 

— Order 

| — Affidavit 

— Payment 
WHBY That's a broad stateme 
Appleton but it's true! The eic”! 
KFIZ local, home town stati 
Fond du Lac comprising The Wiscon 
WCLO Network can deliver | 
Janesville ‘bulk of the Wiscor 
bean audience day and ni 
Madisen every day in the y« 
WRJN They are doing that 
Racine scores of radio adver 
W HBL ers now—big advert 
Sheboygan with time buyers 
WSAI know the value of k 
Wausau stations. There's a p 
WFHR ’ for your message on 
Wisconsin . : 
Rapids Wisconsin Network! | 


get together and d 


job in Wisconsin. 


1Wscon 


MAIN OFFICE: WISCONSIN RAPID 
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BS aire sos ct CMH? 


How do idle rumors start? We don’t know, but we’ve 
heard this one before —‘“‘My small volume would be lost in 
your plant.” Mister, our customer list is made up of all 
sizes and we love ’em all. Contact personnel is trained to 
respect the modest buyer on equal terms with the biggest. 
pees ; - And our craftsmen? To them any engraving is a challenge 


gn * : to their skill. They give their best effort to every order. 


i. COLLINS MILLER & HUTCHINGS ag 
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Advances Plea for Gov't 
‘Controlled Decontrol’ 
Urging 
rather thanghasty abandonment of 
war contro:s, as a first step in 
postwar reconstruction, J. B. Cond- 
liffe, prefessor of economics, Uni- 
versity of California, asserts that 


“decontrol is necessary if enter-| 


prise is to function. But too sud- 
den abandonment of war controls 
would, as after the last war, 
expose an unbalanced economic 
situation, glaring shortages of 
some commodities and surpluses of 
others, a scarcity of labor in some 
industries and an oversupply in 
others, prices out of line not only 
in the sense of industrial costs not 
being geared to prices of finished 
products but also in the sense of 
the prices of whole categories of 
goods and services being out of 
equilibrium.” 

Dr. Condliffe’s assertions are 
contained in a study he made, 
“The Economic International Out- 
look,” which was _ released last 
week by the Committee on Inter- 
national Policy, of which Winthrop 
W. Aldrich is chairman. 

In a preface to Dr. Condliffe’s 
28-page study, he says, “The prin- 
cipal task of postwar commercial 
policy will be to re-establish the 
principle and practice of ‘equal 
trading opportunity.’ Healthy mar- 
kets must be recreated and ex- 
changes stabilized in order to 
secure a high level of employment 
and decent living standards. There 
will have to be adjustment of costs 
and prices in reconversion from 
war to peacetime production. Gov- 
ernment policy, therefore, should 
be made definite in the period of 
‘controlled decontrol.’ ”’ 

Warns of Inflation 

To restore international trade, 
he asserts, “calls first for the un- 
scrambling of property rights in 
the areas of enemy domination. 
and then for measures to forestall 
inflation. Displaced peoples must 
be repatriated and agricultural 
specialization must be restored.” 

Other highlights of the report 
include: 

“Too much discussion of post- 
war organization proceeds from 
the experience of emergency ar- 
rangements patched up in troubled 
years beween wars. . There is 
a strain of hypochondria in such 
discussion. The patient has been 
ill so long and has become so used 
to relying upon stimulants and 
nostrums that it is difficult to con- 


& COMPANY 


"REPRESENTING LEADING RADIO STATIONS 


“controlled decontrol,” | 


ceive his enjoying healthy exercise 
and fresh air.” 

“In the successive emergencies 
of recent years so much stress has 
necessarily been laid upon the 
regulation of all sorts of prices— 
including prices and exchange 
rates—that the more important 
necessity of maintaining active 
and healthy markets has come to 


| be forgotten. 


The foundation of 
| prosperity is abundant production 
|and free interchange, not nicely 
regulated equity.” 

“It is as unrealistic to consider 
national economic activity apart 
from its international repercus- 
sions as it is to draw a distinction 
today between the home front and 
the battle lines. The connection 
between domestic and_ interna- 
tional economic policy is so inti- 
mate that for many practical pur- 
poses they constitute a_ single 
entity.” 

“The breakdown of exchange 
stability in 1931 was the conse- 


quence, not the cause, of the 
artificial restrictions which had 
impeded the normal flow of inter- 
national trade and capital invest- 
ment.” 

“A deliberate policy of organ- 
ized plenty is the only alternative 
to chaotic economic confusion and 
to a recurrence of war. This fact 
constitutes a challenge to the vi- 
tality and ingenuity of private 
enterprise and may well test its 
powers of survival. The demand 
for decent standards of living and 
the expectation of self-respecting 
employment are insistent and 
widespread. If private enterprise 
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fails to meet them, de: 
governments will be 4d; 
other expedients.” 

To acquaint Connecticy: 
try with the new laws fo) 
gration of returning vet 
community life, a re-emp] 
digest, “When the Veter: 
turns,” has been mailed ou: 
Manufacturers Association 
necticut. 

The book, dealing with r 
tation, retraining and re-; 
ment, tells management 
large percentage of return): 
erans will have to mak: 
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tation questions of a very 


nloye have had_ considerable airplanes and automobiles to meet ent to the central sections of cities.| the greatest opportunities for in- 
expericnce during the war period) an expected surge in private fly- dam. cy ln dustrial operations. 


with the rehabilitation of the| jing. The Aeronautical Chamber of Los Angeles as a possible post- The study listed as the 17 
nhysically handicapped and have|Commerce, representing aircraft; war iron and steel production | groups: auto stampings, blast fur- 
lear the magnificent contribu- | manufacturers, asserts that many| center is indicated in a survey | nace products, bolts and nuts, cast 
tion these people can make. No|thousands of flight strips adjacent | recently made by the Industrial|iron cutlery, firearms, iron and 


FIELD COVERAGE * * « * 


400,000 READERS at the 
Sensationally Low Advertising Cost 


of only *768°° 


Only CHILTON can offer you complete automotive coverage in the 
industrial, trade and truck fleet fields—with circulation totaling nearly 
100,000 and with 400,000 readers. 


And the price of this concentrated buying power is sensationally low, 
as evidenced by the following figures: 


MOTOR AGE . wn. cccccccsccccces .-48,000 Annual page rate $275.00 
COMMERCIAL 
CAR JOURNAL .......... steseewes 28,000 7 _ 228.00 


AUTOMOTIVE and Aviation 
CC ET - a ” 140.00 


CHILTON AUTOMOTIVE 
4 yy 8 | 6PETETEETIRISE LTE. ™ 2 125.00 


98,000 circulation $768.00 


Thousands of these readers are in the automotive and aviation indus- 
trial plants throughout the country—now engaged practically 100% 
in war work. 


Other thousands are in the car dealer and independent service estab- 
lishments. Something over 3,000 are automotive jobbers. 


In addition to these there are 28,000 executives who operate the coun- 
try's largest truck fleets, and man the truck trade. 


They are the readers of these leading CHILTON AUTOMOTIVE 
MAGAZINES: Automotive and Aviation Industries, Motor Age, 
Commercial Car Journal and Chilton Automotive Buyer's Guide. 


| CHILTON AUTOMOTIVE PUBLICATIONS 


Chestnut and 56th Streets, Philadelphia 39, Pennsylvania 
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sa) yeadjustments. Through|longer is it assumed that mere|to highways, costing from $6,000; Department of the Los Angeles | steel forgings (not made in rolling 
me. handling they will return |employment of a handicapped per- | to $10,000 each, will be required in| Chamber of Commerce. The re-| mills), hardware, heating and 
age -»al in due time and this|son represents a financial burden, | the immediate postwar era. port of the survey was described | cooking apparatus other than elec- 
will be accelerated by a|for the employer has discovered | Opposing the flight stops is the| in a July issue of Steel. | tric, malleable iron castings, screw 

) in human engineering.”|that the so-called handicapped | Civil Aeronautics Administration,| On the basis of low percentage|machine products and wood 
gooe |” - evitable.’ the booklet| Worker has proved to be equally | which is making no provision for | production in the 11 western states | screws, stamped and pressed metal 
“It inev , as efficient as the physically nor-| them in its $1,000,000,000 airport|in the last prewar year as com-| products other than autos, steam 
os go nan my in ene at Gerass.” construction program to be pre-| pared with national production,|and water heating apparatus, 
ment of servicemen will involve * * & sented to Congress soon. Recom- together with other favorable fac- | steam fittings, tools, wire drawn 


al ! Several major oil companies are|™endation of the CAA is that| tors, 17 special fields have been|from purchased rod, and wire 
serious nature. Connecticut em- planning filling stations to serve 2,900 “airparks” be built conveni-| cited by the planners as offering 


work. 


CCA Lists New Members 


Since Jan. 1, Controlled Circu- 
lation Audit, New York, has added 
the following publications, bring- 
ing membership list to 165: Army 
Exchange Reporter, Fueloil & Oil 
Heat, Industrial Bulletin, Manual 
of Sewage Disposal Equipment 
& Sewer Construction, Manufac- 
turers Record, Petroleum World, 
Publisher’s Auxiliary, Retail Man- 
agement, School Shop, Western 
Metals and Wood Working Digest. 


To Blue Spot Sales 


Coincident with the formal ac- 
quisition Aug. 1 by the Blue Net- 
work of KECA, Los Angeles, the 
| station will be nationally repre- 
| sented by Blue Spot Sales, which 
| has opened an office in San Fran- 
| cisco under the direction of Lewis 
Lacey. 


RCA Appoints Siling 
Philip F. Siling, assistant chief 
| engineer in charge of broadcasting 
|of the FCC, has been named engi- 
neer-in-charge of the frequency 
bureau of RCA, effective Oct. 1. 
Working from both New York and 
| Washington, Mr. Siling will handle 
| frequency allocations and licenses 
for RCA, its subsidiaries and serv- 
ices. He takes over the duties 
|administered for the past two 
|}years by Dr. B. E. Shackelford, 
|who retains general direction of 


| the bureau’s activities. 


Grant Agency Named 


Washburn Crosby Company, 
New York, eastern division of 
General Mills, has appointed Grant 
Advertising, Inc., New York, to 
|handle advertising of General 
| Mills products in western hemis- 
phere export markets. 
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OFTEN! 


HE remarkable 
yale of The 
Herald-Traveler in 
Retail, General and 
Total Display ad- 
vertising, has for 
more than ten years 
compelled the sta- 
tisticians of linage 
to look to New York 
Chicago, Philadel- 
phia and Los Ange- 
les for comparable 
achievements. 


Often in vain. 


Always First in Boston 
Often First in America 
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HERALD-TRAVELER 


Boston, Massachusetts 
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HOW THE NAZI SPY 
INVASION WAS SMASHED 


by J. EDGAR HOOVER 
Director, the F. B. I. 


HOW LARGE an army of 
Brazilian Japs did the Axis 
plan to arm? How was the Panama Canal 
to be blocked? How large a submarine fleet 
did the Nazis plan for their conquest of 
Colombia and Venezuela? Did Germany 
seriously contemplate an invasion of Brazil? 
What was the Axis plan to shut us off from 
Chile’s copper and nitrate? What was the 
Dutch Guiana coup designed to deny us 
60 per cent of our needed bauxite? 
Now it can be told. And the facts are 
stranger than fiction . . . facts about the 


We 


Maguzine 


THE CROWELL-COLLIER PUBLISHING CO.... 


PUBLISHERS OF THE AMERICAN MAGAZINE, COLLIER'S, AND WOMAN'S HOME COMPANION 


CliGadlk 


undercover war we have waged in the 
Western Hemisphere so successfully to 
break the back of the Axis penetration in 
Latin America . . . how clandestine short 
wave radio stations were eliminated, how 
hundreds of highly trained enemy spies 
and saboteurs were neutralized, how thou- 
sands of Axis operatives and sympathizers 
were expelled or interned. 

Here is the inside story of the victorious 
collaboration of our F.B.I. with the police 
and intelligence services of our good neigh- 
bor republics, told, for the first time, by 
J. Edgar Hoover in the September issue of 
The American Magazine, now on the news- 
stands. 

OTHER SEPTEMBER HIGHLIGHTS INCLUDE TWO 


COMPLETE NOVELS, SUPERB SHORT STORIES, AU- 
THORITATIVE ARTICLES, FASCINATING FEATURES 


Blue Print for the Millennium 


Eddie Rickenbacker, in our June, and Wesley 
Price, in our August issues, are convinced 
that our returning service men are going 
to be “Masters of Tomorrow.” So are we! 


Far from humbly accepting the post-war plans 
we hand them, they may have us all jumping 
to keep up with their ideas as they throw tradi- 
tion out the window and transform business, 
industry, and labor. 


Concerns and individuals that can’t keep pace 
with the big parade will be left behind. The 
home front’s heavy thinkers would do well to 
remember that the execution of America’s long- 
range peacetime program is going to be in the 
hands of these youngsters. 


Publication of such articles as these makes The 
American Magazine an authoritative source of 
information which should aid you materially in 
adjusting your own post-war plans with those 
of the nation. 


Share your American Magazine, then save it 
for the Government's waste paper drive 
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__. . . THE PAY-OFF . . . . OTHER FEATURES. .-. 9 


bear JOE 


v . . 
» b n life in the advertising business. 
Dear Joe: 

When you come back, you'll find the 
advertising business changed. 


Changed so much you’ll have no trouble 
zing it as almost the kind of busi- 
su and Bill and the rest of us in the 
‘blac’ gang” so often thought and hoped 
ind fought about until long after the 
night watchman 
washed his hands of us 
and the cleaning wo- 
men went home to bed. 

For the first time I 
can remember, most 
advertising men have 
found something bigger 
than their products or 
themselves to sell. 

No day passes with- 
out appeals from the 
Army, the Navy, the 
OWI, the OPA, the Red 
Cross or the Treasury 

put the power of advertising behind 
you fighting men ... the conservation of 
food... the distribution of rationed goods 

the maintenance of price levels 

the collection of blood plasma .. . and 
the sale of war bonds. 

In forgetfulness of ourselves, we've 
4ined new powers of expression and per- 
suasion . made new mintings of words 
long thought too worn by careless usage 
ever to be valid again .. . found again the 
capacity for indignation, the courage to 
speak up, the integrity we once had and 
then believed we'd lost. 

Here, in the advertising business we 
have a warmer, a deeper affection for 


Vernon M. Welsh 


Dear Joe , 


Each week G. I. Joe, former young adman, 
gets a letter from a prominent advertising 
man, discussing some basic situation or point 
.» that will be important for “Joe” to bear in mind when he returns to 


people a clearer understanding of 
their hopes and dreams. We've been 
humbled; yet in humility we’ve discovered 
a fierce conviction of our usefulness we 
never knew before. 

We know now that advertising is no 
longer restricted to the making of a deal 
... the swapping of a product for money. 
We know we have an obligation to our 
friends, to our associates, to our custom- 
ers, to this nation that is above and 
beyond commercial transaction ... the ob- 
ligation of service without profit. 

That’s why with a few products to sell, 
we’re working harder today and tonight 
than we ever worked before . to help 
win this war... to hurry you back to us. 

That’s why, today and tonight, we’re 
thinking harder, planning bigger than we 
ever thought or planned before .. . plan- 
ning for the time you and ten million 
other men come back planning how 
to turn all of this country’s vast produc- 
tive power for war to production for peace 

.. to keep every willing hand employed 

. to keep for you and all of us an un- 
limited opportunity to dream, to learn, to 
work, to grow ... to make our lives, our 
homes, our country what we want them 
to be. 

So, fix this in your mind, Joe. When 
you’ve finished out there, we’ll need all 
your energy, all your strength, all your 
ability back here to help us swing the 
greatest job advertising men have ever 
faced. 

VERNON M. WELSH, 

Vice-President and Copy Director, 

Geyer, Cornell & Newell, Inc. 


lhe Creative Wane Corner 


Surely one of the best written, best 
llustrated series of advertisements of 
this or any other year is the campaign of 
the Nash-Kelvinator Corporation that 
now is current in a large list of magazines 
nd newspapers. 

The consistency of these advertisements 
s extraordinary. The illustrations all 
have been remarkably fine. And the text 
ha quality that rarely is equalled in a 
\uing series: 
nearly... 
ow how it was. 

\ tell you, it was a miracle. 
e | remember when broomsticks were 
rifles and we threw tin can grenades : 
propped up stove pipes and painted signs 
said, ‘This is an eight-inch gun” ; 
is a howitzer” . . . and we threw 
over trucks and made out they were 


hough we laughed about it and kidded 
t it, we were ashamed, . . 
en they hit us .. 
\merica went to work and performed a 
le, 
because I was at Kasserine when tanks 
guns, American-made, rolled them back 
broke their backs in the passes and we 
the British smashed their Mark IV's and 
88's under the weight of our attack ; 
drove them out and pinned them like 
between Cap Bon and the sea. 
vas in the first wave in Sicily, and when 
racked the iron ring at Anzio and killed 
hard spirit of their Elite Corps with 
bombs and shells than they had ever 
ned of before 
was With them on invasion day 
a miracle. And now seeing here the 
miles of tanks, the long railroad 
of guns, the flying flelds carved out of 
corner to hold the overflow of planes 
| know my country has found again the 
gzth that made us great 
nd again in this mighty power to de- 
the power to create. 
ee how this miracle . this mighty 
er, this energy used now for wat 
after Victory, create a new and finer 
than we have ever known before 
ties, new farms, new homes, new indus- 
new opportunities for me, and 
man, to plan and work and grow 
lld a new and greater America 
iy we want it to be 
ay it’s got to be! 


Here at Nash-Kelvinator, when our war job is 
done, it will be our obligation to convert all 
the new strength, all the new power to pro- 
duce, all the new ability and= skill and 
knowledge that have come to us so quickly 
under the driving necessity of war to pro- 
duction for peace. 


"( SAW A MIRACLE... ~ 


That means more automobiles than we have 
ever built before . automobiles even finer 
than the great Nash cars that are today 
proving their outstanding quality and econ- 
omy It means an even greater Kelvinator 
refrigerator than we produced before 


finer home freezers, electric water heaters 
and electric ranges than have ever served 
in any household, 

This is our program. This will be our part i: 
the building of a greater, happier nation 
For we believe all of us owe to those who 


have fought to preserve it a strong, a vital 


a growing America where all men and 
women will have the freedom and the op- 
portunity to make their dreams come true 


We think you will look a long, long 
time for better writing than that 

It is typical, like the layout and illus- 
tration, of the whole campaign. 

Still, and despite the high readership 
established by the Starch reports for this 


most consistent of all the motor-maker’s 
advertising, this Corner finds something 


lacking. 
It is the lack, found in so much war ad- 
vertising, of any definite promise .. . of 


any real imagination put to work on the 
problems that millions face. 

It is the lack of any answer whatsoever 
to the questions most people are asking. 
What kind of new cities, new farms, new 
industries—new opportunities? What kind 
of new and great America? 

Nash-Kelvinator’s only promise is more 
automobiles than Nash has ever built be- 
fore and “an even greater Kelvinator re- 


frigerator.”” And this, we think, is ‘much 
too little to help very greatly to preserve 
the strong, vital, growing America Nash- 
Kelvinator sees—where all men and wo- 
men will have freedom and opportunity 
to make their dreams come true. 

We think there is a great deal too much 
in war advertising generally about 
dreams. And we think there is a great 
deal too much in war advertising particu- 
larly that turns these dreams to motor 
cars and washing machines. 

Right as these things are as subjects in 
advertising, they simply aren’t the things 
that dreams are made of. 


Ihe | ag - OL NEWS AND VIEWS OF MAIL ORDER ADVERTISING 


In this department, basic principles which have proved their value in mail 
order advertising—and which are equally important to the advertiser who 
does not seek direct inquiries or orders—will be reviewed and discussed from 
week to week. Pertinent case histories, queries and comments from readers 
are invited. Whenever possible they will be answered here. 


BY THE MAIL ORDER MAN 

The question raised but not answered 
in last week’s Pay-Off—how much can I 
afford to pay for mail order advertising 
responses?—can be answered only by you. 
And upon your answer to that question 
depends partially the other question of 
whether you can use mail order advertis- 
ing effectively and profitably. Some prod- 
ucts cannot afford to use mail order ad- 
vertising—they can be advertised and sold 
better in other ways. 

The starting point in your analysis ob- 
viously is to figure out what you can 
afford to pay in advertising, promotion 
and selling per item of your product or 
service after production, financing, profits, 
etc. Then, listing the various necessary 
steps in your selling process, allot to each 
its necessary expense. If, even with mail 
order advertising, you still will have to 
have distributors, dealers, salesmen, dis- 
play material, etc., estimate the probable 
cost per item for each of these. If you 
will still have to do some prestige adver- 
tising in addition to your mail order ad- 
vertising, add that item in too. The bal- 
ance, after these costs are taken out, will 
give you an idea of what you can afford 
to pay per sale through your advertising. 

On the other hand if you feel you can 
depend solely upon your mail order ad- 
vertising process for selling, you can start 
with the first sum you estimated above. 
Then figure out what you will need to 
complete the sale after you get the adver- 
tising response—the expense of follow-up 
and selling if you are trying only for an 
inquiry, the cost of handling if you are 
trying for a direct order, and the probable 
losses in collection, servicing, etc. The 
balance again is your limit per response 
that turns into a sale. 

From this point on, only testing will 
give you the definite answers—what per- 
centage of people who see or hear your 
advertising will respond and what per- 


centage of those who respond will turn 
into good buyers. But a good mail order 
man or an advertising agency with mail 
order experience can help you greatly— 
can probably tell you whether you should 
even test this medium. 

Those who respond may range from a 
fraction of one per cent of those to whom 
you offer your story up to (in extreme 
cases) 50, 75 per cent or more. I know 
of one large successful mail order adver- 
tiser in publications who counts on a re- 
sponse of about one-tenth of one per cent 
of the circulation of those publications— 
but he turns 25 per cent of those inquiries 
into sales on a high priced item. His in- 
quiries cost him about $3 each and his 
sales about $12 (plus his follow-up cost of 
about 75 cents per inquiry). Another ad- 
vertiser in a trade publication got a 
written response from 10 per cent of the 
circulation at a cost of 11 cents each. 

An advertiser distributing a double card 
(one-half selling, the other for reply) to 
girls in offices got only eight-tenths of one 
per cent replies and sold only 6.5 per cent 
of those who sent in cards. But his dis- 
tribution cost was low and his gross sale 
large so the advertising was _ profitable. 
On the other hand, direct mail offers have 
brought actual orders with money from as 
high as 10 or more per cent of the re- 
cipients and a response of 2 or 3 per cent 
is quite common and usually necessary 
for a profit. 

How many of your inquiries will be 
turned into sales depends upon two factors 
which you can control closely—how good 
an inquiry you get and how you follow it 
up. The average of advertisers is prob- 
ably around 10 per cent. 

The conclusion, I hope, is plain. Mail 
order advertising is powerful but no uni- 
versal panacea. If you think your product 
or service can use it—figure closely every 
angle, get expert advice, and then test 
closely before ‘“‘shooting your wad” on it 
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To McGraw-Hill Sales 


Wilbur Payne, retail sales super- 
visor for Pillsbury Flour Mills 
Company, Buffalo, for 11 years, 
has been appointed district man- 
ager of St. Louis territory for 
Construction Methods and Engi- 
neering News-Record, McGraw- 
Hill publications. A former circu- 


x WOOD + 


Well read and liked by the important men 
in a great industry—men who are work- 
ing to achieve wood’s exciting future. 


PRODUCTS 


| Fuller, 


| lation sales representative of Mac- 


fadden Publi 
Mr. Payne 


cations, New York, 
succeeds Richard Y. 
now with the Navy. 


First General Campaign 


for Sylvania Cellophane 


Sylvania Industrial Corporation, 
New York, maker of cellophane 


| wrapping and other cellulose prod- 
| ucts, 


is expanding advertising and 
has launched its first consumer 
campaign through J. M. Mathes, 
Inc., recently appointed. 
Newspapers have been sched- 
uled in a dozen leading markets, 
and general executive and trade 
magazines in several fields are be- 


|ing used. 
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\ | PRODUCT INFORMATION IS | 


“== MORE VITALNOW THANEVER | 


Here’s the spot where operating 


| 
4 men in the larger plants in all {|| 
— industries look for product in- = | 
feaet formation for their current and ~ i 
eee future requirements... and... = 1] 
= where more than 700 advertisers atl | 

anti are keeping this active produc- erm 
oo, tion group posted on what’s new 

nee with their products and product oc 
— applicatons, 


| crates $2 
| THOMAS PUBLISHING COMPANY oe 
} te extrude 461 Eighth Ave., New York 1, N. Y. Ve | 
| more cannon 

nua o 
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Details? Write for “The IEN Plan” 


| INDUSTRIAL EQUIPMENT NEWS [= 


~ iT ry 
Kier 3 Brae, . Chen } 
rom Sf 9 3% la i it ie 
Ved eal Diag | | MURS FO PHA HO 


Get the Latest on 


SAN DIEGO 


© iuthean (afore 
2°“ Marhet~ 
\ San Diego’s size, volume of business 


and post-war opportunity makes it 
—— " a major objective on any sales or 


Here are the eleven Amer- 
ican cities with 20-25 mil- 
lion monthly sales volume * 


DENVER 24.88 


ST. PAUL 24.70 
NEW ORLEANS 24.56 
LOUISVILLE 24.50 
TOLEDO 22.55 
SAN DIEGO 22.32 
AKRON 21.74 
MEMPHIS 21.51 
PROVIDENCE 21.44 
HARTFORD 20.23 
DAYTON 20.08 


"SM figures except circulation 


REPRESENTED NATIONALLY 
BY WEST-HOLLIDAY CO., Inc. 


New York « Chicago e Denver e Seattle 
Portiand e San Francisco e Los Angeles 


advertising plan. 


San Diego cannot be “sold” 

a by-product of your efforts on 
another California city. It re- 
quires individual treatment. 


San Diegans are most econom- 
ically reached with just one buy 
--- the San Diego Union and 
Tribune -Sun (124,000), or the 
Sunday Union (95,000). 


Contact our national represent- 
ative for specific information 
you require. 


TRIBUNE - SUN 
Union-Tribune Publishing Co. 
San Diegol2, California — 


July Issues of 


Business Papers 
Show 24% Ad Gain 


Chicago, Aug. 9.—With export 
publications again taking the lead, 
percentagewise, July issues of 
business papers marked up a 24% 
gain over similar issues of a year 
ago. For the first seven months 
of *44 these publications are 27% 
ahead of last year, according to a 
compilation by Industrial Market- 
ing. 

All publications in four major 
groups carried a total of 20,861 
pages in July issues, a gain of 
3,993 pages. Total for the year to 
date is 140,123 pages, a gain of 
29,409. 

Export papers reported a net 
advance of 68% for July and 57% 
for the seven-month period. In- 
dustrial publications, with 15,300 
pages of advertising in July issues, 
are up 18%. For the seven months, 
this group is 22% ahead. Trade 
publications marked up a 38% 
gain for July and 43% for the first 
seven months, while class papers 
were 38% ahead during July and 
37% ahead for the seven-month 
period. 


ABP Committee 
Formed to Aid 
Disabled Vets 


New York, Aug. 10.—Associated 
Business Papers has formed a 
committee on reemployment of 
handicapped veterans, with Robert 
Luchars of Machinery, New York, 
as chairman, to get cooperation of 
ABP editors in 
industries and trades on 
these men may be used. 


how 


A booklet published by Ameri- | 


can Mutual Alliance Company, 
Chicago, on “A Plan to Help You 


Employ Disabled Veterans and 
| Other Handicapped Persons Pro- 


| ductively and Safely,” is 
distributed by ABP. 

Other committee members are 
John Abbink, McGraw-Hill; Jo- 
seph Hildreth, Chilton Publishing 
Company; W. J. Rook, W. R. C. 
| Publishing Company; Ear] Shaner, 
| Penton Publishing Company, 
Roy V. Wright, 
man. 


being 


and 
Simmons-Board- 


‘Two Join Westheimer 


Joseph Schmidt, formerly with 
Jimm Daugherty, Inc., 
Westheimer & Co., St. Louis, as 
director of service and produc- 
tion. Robert L. Mahon, with the 
St. Louis Globe-Democrat, has 
been named research director of 
the agency. 


Appoints Gardner 

Hyde Park Breweries Associa- 
tion, St. Louis, has named Gard- 
ner Advertising Company to 
handle advertising of Hyde Park 


beer. 
ne 
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Construction Methods 


SURED “we bass uu aed 00) ¥a% 124 102 
Contractors & Engineers 

Monthly (9%4Xx14)....... 53 35 
Oo ERS er eer er 130 127 
Diesel Progress (S4ex11). 83 55 
Electric Light & Power.. *83 70 
Electrical Contracting.... 108 78 
Electrical South ......... 36 27 
Electrical West........... *56 *46 
Electrical World (w)..... 240 214 
III isis odo bo oib 282 192 
Engineering & Mining 

DI ic a farge een t «we 110 102 
Engineering News-Record 

Ae ee are 298 355 
Factory Management & 

Maintenance .......... (333 t280 
Fire Engineering....... 38 32 
Food Industries ......... 147 124 
Te POGMGEY 66. kes vs tt 185 149 
SE Aad huehaee en sees cen 29 37 
Gas Age (bi-w).......... 56 *48 
Heating, Piping & Air 

Conditioning ......... 126 95 


Heating & Ventilating... 64 4 
Industrial & Engineering 


informing their | 


has joined | 


Tool Engineer 


and have standard 7x10 type page. 
Pages | 
1944 19438 
Industrial Group 
Aero Digest (semi-mo.).. . 350 283 
Air Conditioning & Re 

frigeration News (w) 

CORRE “nv cnewascnwns 1749 125 
American Aviation (bi-w) 110 13 
American Builder ...... 72 538 
The American City....... 80 57 
American Machinist (bi-w) 542 526 
Architectural Forum..... 119 70 
Architectural Record..... 99 73 
Automotive & Aviation In- 

dustries (bi-w)......... 313 240 
Ee Drab nislu stat 4) 9.4. 297 335 
Bakers’ Helper (e.0.w.).. 714i 79 
Brick & Clay Record..... *25 *20 
Bus Transportation....... 128 92 
The Canner (w)......... *$to6 *$t73 
Ceramic Industry......... *39 *30 
Chemical & Engineering 

PE 8 Vihi aids pk arp Was a9 58 
Chemical & Metallurgical 

Engineering ........... 313 282 
Chemical Industries....... 99 78 
Civil Engineering......... 35 32 
RANE FUN ios:6 se wiary as 113 92 
Construction Digest (bi w) x1 70 


Commercial Car l 
Domestic Engineering... ~ 
Electrical Merchandising 

SEE sik a Gte ake aa ene 74 
Farm Implement News 

CRSA $121 
ever h TOMICE isscicices 60 
Cee NE 5G 5 pacie bee 9 
Hardware Age (bi-w) $581 
Jewelers’ Circular — The 

a See 158 
Men's Apparel Reporter 

0 ¢ ar eee @ii 
ON OSs ee eae 119 
SN Sc veeuscaekudee xo 
NJ (National Jeweler) 

1. 38) RAR rer 218 
= Appliances (6 5/6x 

Tele Tree eee 10 
riesiine & Heating Jour 

Seer Se 32 
Sheet Metal Worker.... *53 
Southern Automotive 

eournal ..3.<; eer 77 
Southern Hardware ..... 58 
Sporting Goods Dealer... 9 
Syndicate Store Merchan 

| diser (4%x6%) ... ‘ 102 
| Underwear and Hosiery 

Review .... Rt ee 153 
Wholesaler’s Salesman... a4 

Total. Crete $206 
Export Group 
American Automobile 

(Overseas Edition)..... 42 
American Exporter....... 297 
Automovil Americano... . 55 
Caminos & Calles (bi-mo) 30 
Farmaceutico ; 60 

| Hacienda (two editions) . . 6 
| Ingenieria Internacional 

Construccion ... ; 74 
Ingenieria Internacion: al 

|) re 133 
Petroleo Interamericano 

(bi-mo) . ; 120 
Revista Aerea_ Latino 

America ...... P 41 
Spanish Oral Hygiene 

(4 5/16x7 3/16) 30 

| eee oe 968 
Class Group 
Advertising Age (w) 

(10%x14) ... : 8 220 
American Funeral Direc 

COF ..: oa 38 
Americ: an ’ Restaurant... 61 
Bankers’ Monthly..... 20 
EE aaa : ala 
Hospital Management..... 64 
Hotel Management. : 76 
Hotel World Review. ‘(w) 

lee “| $36 
Industrial Marketing... . 101 
Medic: al Economics (414% 

6%) re St 
Modern Be auty Shop F 74 
Modern Hospital. ae 160 
Nation's Schools .. 30 
Occupation: 7 Hazards 

(440x6! erry +4 
Oral Mewieus (4 5/16x 

7 3/16) : 128 
Restaurant Management 53 
Scholastic Coach : er 
errr Management (91x 

SOME awards t hand 630% Si. 
Traffic World (w) t110 

| ae 1,387 

“Includes classified advertising 
issue estimated. §Includes  specia 
tFive issues. +Three issues. @Two 
{Established September, 1943. 
published during July and August 


Chemistry (two editions) 147 131 
— Finishing (4%x 

6 cae . en 63 55 
Sadeetiry and Power...... 136 122 
SOG BRO 10) 6s s:ceunc * 677 *t712 
Laundry Age (semi-mo).. "$60 9 
Machine Design ; : 230 187 
Machine Tool Blue Book 

Ou LS re eer 365 335 
eS EO Ee 345 33 

| Manufacturers Kecord.... 10 : 
| Marine Engineering & 

Shipping Review..... 293 278 
Mechanical Engineering. 101 78 | 
Mechanization (4 13/16x 

eo ree ‘ ‘ 76 59 
Metal Finishing. . 77 62 
Metal Progress hes 161 169 
Metals and Alloys ‘ 182 154} 
Mill & Factory..... 282 245 
Mill Supplies . 190 157 
Mining and Metalluigy.. 27 19 
Modern M \ chine Shop 

(41ox6! ee 329 331 
Mode rp P; uc a izing. 4 ai *93 *57 
Modern Plastics . ee "157 “102 
National Bottlers’ ‘Gazette 106 x4 
National Petroleum News 

ed adadard cb acaew neee ns 104 71 

| National Provisioner (w). t124 101 
Oil & Gas Journal (w)... *${) $531 *$t366 

| Oil Weekly (w) : §\|t226 146 
Paper Industry & P: ipe I 

| i, ener Bia SI 67 
Paper Mill News (w).... tot t73 
Paper Trade Journal (w) 130 “T1038 
Pencil Points . sua 61 37 
Petroleum Engineer ... §@264 $0207 
Petroleum RKefiner...... 194 165 
Pit & Quarry. Pras "$125 $102 
POD Gii5040's a2 ‘ em 253 237 | 
Power Plant Engineering 142 106 
Practical Builder (1042 

[ayer at 20 12 
Printing . F 14 37 
Product Enginee ering 342 "265 
Products Finishing (4'2x 

file) .. ; 57 43 
Purchasing , 254 01 
Railway Age (w) 292 220 
Railway Purchases & 

Stores ‘gr 166 o6 
Roads & Streets. . ne ie x1 53 
Rock Products ...... 64 52 
Southern Power & Indus 

try Ske ip ; 119 93 
Steel (w) $517 306 
Supervision : 23 15 
Telephone Engineer 11 38 
Telephony (w) ...... *|T100 *T96 
Textile World...... 135 111 
Timberman ........ Baek 71 af 


| 
7, and general manager 


© | facts about what the Negro Press can do 


Advertising Age, August 


BUSINESS PAPER ADVERTISING VOLUME FOR 


These figures compiled by Industrial Marketing must not be quoted or », 
Unless otherwise 


noted, all publications are 


Tool & Die Journal (4% x 
>) 


Water Works Engineering 


ft ER eee 14 
Water Works & Sewerage { 
Welding Engineer ...... ; 
Western Construction 

ee Dee ee 10 
Wood Worker ......... 

Ww oodworking Digest (4% x 

(EDA he re 

Ro cia akca ciath wal eats and 15,300 
Trade Group 
American Artisan........ 7 
American Druggist....... li2 
Boot & Shoe Recorder 
(semi-mo) 


Chain Store iae- 

Administration Edition 
Combination ......... 23 
Druggist Edition...... 75 
Fountain Restaurant... 13 

General Merchandise Va 
riety Store Editions. . ’ 
Grocery Editions....... $13 
Journal. 17 
1! 


Sterling Names Hiebert 


Dr. J. Mark Hiebert has been 
elected divisional vice-president 
of Frederick 
Detroit, division 
of Sterling Drug, Inc., succeeding 
Erwin Fauser, who resigned as 
president of Stearns upon its ac- 
quisition by Sterling June 30. Dr. 
|Hiebert has been with Sterling 
land its affiliates since 1934. 


Stearns & Co., 


Mutual Totals 233 


With the addition of 
southern stations and one in 
consin, Mutual Broadcasting 
tem now has 233 affiliates. 
new members are: W 
Gainesville, Ga., which joine 
network July 28; WJMC, 
Lake, Wis.; and KTHT, Ho 
and KLUF, Galveston, whic 


join MBS Sept. 1. 


SURPRISING 


‘FACT ABOUT NEGROES 


is what a great job their spending does 
in offering opportunity to advertisers. 
Here's a 7-billion dollar market, yes 
7-billions a year. Are you overlooking it? 
Perhaps your competition is, too. That 
doubles the opportunity for you. So drop 
a postcard or letter today to Interstate 
United Newspapers, Inc., 545 Fifth Ave- 
nue, New York 
send you some startling, profit-revealing 


| for you. 


17, New York and let us| 


944 


944 


The Facts 
of life-her’s... 


Th & housewife at work on the family 
breakfast in the morning is not normally 
engaged in the contemplation of the good, 
the true, the beautiful . . . the exercise of 
the Atlantic Charter, the higher strategy in 
the Pacific, the psychology of small nations. 

Her stream of consciousness adheres to 
the mundane, the elementary economic, the 
intimate . . . concerns oranges, bread and 
eggs on the marketing list, three days’ supply 
in the coffee canister, keeping toast hot 
without burning it, ration points for dinner 
tonight, Junior’s new sneakers, slip covers 
for the living room, change oi! in car, shop 
for wash dresses, look at new gas range, must 
try soy beans, where to go for vacation this 
year... These are the Facts in her life,agenda 
in her affairs... prosaic, pertinent, practical. 


Wrauen husband andchildren arestarted 
on their orbits, and she settles down to the 
morning paper with toast and coffee, her 
Facts of life do not change. Her interest is 


more taken with commercial offerings than 


official communiques. A dress sale outruns 
the Russian advance. The advertising of 
the better stores is more interesting to her 
than world affairs. 


Newspaper advertising engages women 
because it’s filled with their kind of facts of 
life, runs parallel with their requisitions, 
matches their wants and, needs. 


Th E typical housewife is in the market 
for bread almost every day, and coffee every 
week, light dresses every Spring, a winter 
coat every third autumn, a vacuum cleaner 
every few years, two gas ranges per lifetime; 
apparel, cosmetics, furniture as often as her 
income allows. 


But millions of women with families are 


( 
Z 


in the market for everything every day. 
Newspaper advertising directs demands to 
definite satisfactions, aids in selection, steps 
up standards, helps save both footwork and 


money, suggests short cuts! 


N: WSPAPER advertising indicateswhat, 
where, when, and how much... meets their 
wants, encourages their aspirations, affords 
ways and means. So is it any wonder that 
newspaper advertising sells? 

Because it’s so close to your customers, 
catches the immediate demand, determines 
their decisions, closes their sales newspaper 
advertising can get quicker response, bring 
faster returns, in every market good enough 


to support a good newspaper! 


Make newspaper advertising part of 
your sales program because it is a part of 
the life and interests of every family 
plays a larger part in family budget and 
purchases .. . can contribute a larger part 


to your volume and your profits! 


en 


4 ... the first advert:sing medium of Philadelphia ... This advertisement is one of a series in behe pape? 


advertising ...and is available to any new pape for reproduction or publication, without crea 


NaTIONAL ADVERTISING REPRESENTATIVES: Osborn, Scolaro, Meeker & Co., New York, Chicago, Detroit, St. Louis; Keene Fitzpatrick, Sar Francisco “ie 


, Che Philadelphia Inquirer 
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Advertising Age, August 1944 1 
0 « | Despite a statement released | by any group of broa fie 
89 5% of Stations this week by Sigurd S. Larmon, | Newspaper advertising m Was « 
. president of Young & Rubicam, the | being invested, radio ties 
Wac agency, on its reasons for| were being donated w th, 
recommending concentration of| policy of the industry its: 


Want WAC Copy, 
NAB Poll Shows 


the entire budget for the 1944-45 
year in newspapers, Mr. Avery 
said that the NAB “will continue 
to seek at least part’ of the 
$5,000,000 Wac advertising budget. 


Radio Use Discusse, 


“The use of radio was d i 
by the Y&R plans board “ts 
immediately following th: 


Followed NAB Policy of the Wac account to \ ' 
Washington, Aug. 10.—Of 665 , . |the year 1944-45. Ho as 
ree pike ae. a ; Mr. Larmon pointed out that in a ave oC 
LOOSELEAF stations which have replied to @/ ay open letter to Y&R, on June 20, re ms 


query of National Association of 


found to develop specia 


Mr. Avery had requested that oe ch. tas pe 

d ter Broadcasters as to whether they | «the pick asl smumnaelatae hon One and special = for ra Ise 

an ° lass e Ww dver ar +0 ; without violating the e; seq 

want paid ac a vertising over | advertising for the coming year be policy of the radio indust) ' 

AA HAN Cc the radio,” 595, or 89.5%, have} devoted to radio.” “However, because of t! 
EC i AL replied that they do want such Radio has not been used, orlicy | _ . a hae ae tice ny 


BINDING 


advertising, Lewis H. Avery, 
NAB’s director of broadcast adver- 
tising, tells ADVERTISING AGE. 


planned, as part of the Wac pro- 
gram, Mr. Larmon said, “because 
the radio under the 


lieve that such plans cou 
ceed quickly. Since the ; 


| 
industry . speed in getting the c: on 
| About 50% of those which want;policy adopted at NAB’s conven- sccngeeiel was poten sts a 
|this advertising, he added, think/tion in April, 1941, declared its| mended to the War Depart gt 
eee oy ae ; bin: |the Wac should use five quarter-| ‘desire to continue its present program calling for the ‘of 
, Ra oF ane (pag By f pee eh |hour programs a week, and about/|practice of making its facilities|those media through wh be 
B At RIirr pan, ‘aig igh by 2c |25% favor three quarter-hours a/| available at no cost to the govern-|ooyld immediately purcha rt 
v3 EAVERITE PROD UCTS week. The rest are divided be-| ment.’ Radio facilities were freely | tional coverage.” - 
ft, oe £3? 35 DE Witt STREE : — = half-hour — weekly | er go to the government under After a couple of weeks’ delay 
Catalog Ce re, Rie re ‘Swi ing. en Py st Covers'ad x and spot announcements. | Mat policy. . Mr. Larmon explained, Y&R was 
OT atte, ond Piper Corse Moen, yr Looseleat, Plastic and Wire Bindings et All 913 stations in the country,; “At no time in the year 1943-44 | able, on July 7, to talk the matte, 


8-BP-2 


| includin non-commercial sta-| was any inklin iven of a desire 
| includ 35 mercial sta-| wa y inkl i fad 


| 


tions, have been polled on this | to change this policy, neither was 


auestion since July 20. 


any question raised by NAB or 


lt takes tons 


of PAPER to produce 
and refine oil 


A black flood of oil, five million barrels of it, must daily quench 


the titanic thirst of the Allied war machine and industry . .. Paper 


makes this possible. 


For on paper are recorded man-made earthquakes, which wrest 
trom Earth the secrets of its petroleum treasures. And paper pressure 
flow charts do sentry duty over oil pipe lines, guard against 


na 
ana 


costly leaks 


By means of paper graphs, petroleum is steered on its complicated 
hrough the refinery—from the crude oil stage to high-test 


ileum for our armed torces 


KIMBERLY 
CLARK 


CORPORATION 


is an essentiality, the busy servant of the petroleum 
Millions of pounds of paper annually aid in the production 


NEENAH, 


WISCONSIN 


SAVE WASTE PAPER — Paper 


over with Mr. Avery, who n- 
fessed that he did not know how 
many stations would accept goy- 
ernment advertising. At our re- 
quest, Mr. Avery agreed to canvass 
the membership and clarify the 
policy of the industry on. this 
point.” 


Newspaper Ads Run 


During July, while the radi 
industry was trying to formulat 
a policy, three newspaper adver- 
tisements appeared. 

Mr. Larmon criticized Mr 
Avery’s “request that the entire 
Wac appropriation be devoted t 
radio. We question Mr. Avery’ 
ability to exercise sound judgment 
as to the expenditure of an) 
advertising appropriation. 

“Until a policy decision 
reached by the radio industry, a 
decision that will enable us t 
evaluate the time and coverags 
available—we are unable to judge 
what portion of the Wac advertis- 
ing appropriation might wisely be 
invested in radio.” 


Whitridge Elected 
V. P. of C. E. Hooper 


John C. Whitridge Jr., fo 
past 18 months director in 
office of industry advisory com- 
mittees of the 
WPB, has bee! 
electe’d vice- 
president 
general man- 
ager of opera- 
tions of C. E 
Hooper, Inc 
New York radi 
research organ- 
ization. 

Previ 
eastern 
sional manage 
J. C. Whitridge Jr. for Inter! 

tional Business 
Machines Corporation, Mr. \\! 
ridge was at one time in the mar- 
ket research division of Joiins- 
Manville Corporation. 


SELLING NEW HAVE) > 
WAR WORKERS 


The Journal-Courier goes into » 
plants by the thousands daily 
each copy read by many, 
passed on from shift to shift 
each copy working 24 hours ¢ 
to bring you coverage of tod 
best-spending customers 
100,000 readers daily! 
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CARTOON JOB—Chock Full O' Nuts, 


New York restaurant chain, is using a 

series of these 140-line ads featuring 

cartoons by Sid Hoff in a campaign in 

New York newspapers. H. W. Fairfax 

Advertising Agency handles the ac- 
count. 


NPA Cancels ‘44 
onvention and 
echanical Parley 


Chattanooga, Tenn., Aug. 8.— 
Rased on an urgent request from 
he ODT, the executive committee 
{ the Southern Newspaper Pub- 
fishers Association has authorized 
President George C. Biggers to 
ancel the annual convention 


cheduled for Hot Springs, Ark., | 


sept. 25-27, and the mechanical 
nference set for New Orleans, 
et. 30-Nov. 1. 

The SNPA board of directors 
held that even though there are 
many problems concerning present 


und future operations, the organ- | 


ation should perform this patri- 


tic service by canceling its con-| 


and conference for the 
its founding in 


ention 
irst time since 
1903. 

Reports of officers and commit- 
ee chairmen, as well as other 
jatters usually discussed at an- 
ual conventions, will be carried 
his year in the 
rinted and mimeographed series 
ulletins. Members are being 
sked to submit any topics they 
ish discussed in the “convention 
y mail.” 


argus Seeks $150,000 


Beginning Sept. 18, the National 
Association of Retail Grocers, Chi- 
go, will launch a nationwide 
mpaign to raise $150,000 from 
nembers and others in the field 
» carry on the association’s war- 
me work and postwar expansion. 


uther Hodges to OPA 


Luther H. Hodges, 
ent of Marshall Field & Co., Chi- 
‘g0, and general manager of its 
anufacturing division, has been 
ppointed director of primary 
roducts section of Office of Price 
Administration. 


ct 40,000 Future 
otive Service 


nThrough | 
otive Digest 


Your edvertising in Automotive Digest 
reache: the headquarters of every mil- 
tary air battalion and practically 
very ce of the half million soldier 
mech s. It has been estimated that 
40,000 -' these mechanics will go into 
me motive service business fol- 
Owin their release from military 
serv Manuals and books of guid- 
ance e now being prepared for 
"ese ow business men, to be avail- 
able mptly to every soldier, sailor, 
_ ne planning to become a 
—v ealer. 

“ product be known by tomor- 
vitally vice dealer? Assure its ac- 


by advertising now in Auto- 
n-'\¥ Digest—The Master Journal of 
e Automotive Service. 


ME Tn oe ory 
Oe a eal Vea ee 


Ayer to Handle Rexall 
Drive; Appoints Two 


handle its annual Rexall drive, 
promoted via four quarter-hour 
transcriptions, entitled “Rexall 
Revue” and to be released in No- 
vember to 217 stations throughout 
the country. Talent includes Rob- 
ert Benchley, Charles Butterworth, 
Cass Daley, Lud Gluskin’s orches- 
tra and Harlow Wilcox as an- 
nouncer. 

Marge Kerr, radio publicity di- 


United Drug Company, Boston, | 
|} has named N. W. Ayer & Son to 


rector for Tom Fizdale, Inc., for 
seven years, and previously on the 
NBC publicity staff in Chicago, has 
been named Ayer’s talent buyer, 


| replacing Alma E. Marks, who re- 


cently joined the overseas branch 
of the OWI. Charles Herbert, 
CBS producer, joins Ayer to pro- 
duce the “Electric Hour,” CBS 
program starting Sept. 20 under 
sponsorship of 160 electric light 
and power companies. 


Armstrong to Chicago 
W. R. Armstrong, formerly ad- 


we 


45 


vertising manager of the Cleve-|the Hearst organization, has joined 
land News, assistant advertising| the Chicago office of Lorenzen & 
manager of the San Francisco |Thompson, publishers’ representa- 
News, and a long-time member of | tive. 


JUST OUT! 


Nationwide Survey 
of Reading Habits. 
Sent free on re 
quest. 


25 WEST BROADWAY 
NEW YORK 7. N.Y. 


association’s | 


vice-presi- | 


6 Re remeron nes 


| 


““Gentlemen, our agency's research department reports that 
even their ovija board says WGN.” 


CHICAGO 11 


ILLINOIS 


50,000 WATTS 720 KILOCYCLES 


MUTUAL BROADCASTING 


SYSTEM 


EASTERN SALES OFFICE: 220 E. 42nd Street, New York 17, N. Y.* PAUL H. RAYMER CO., Los Angeles 14, Cal.; San Francisco, Cal, 
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46 Advertising Age, Augus: toa 
. tisement, employing a combination | 

Ad Readership Up of war and local themes, attracted Clapp Names Two V.P.s : 

° ’ ' the largest number of women| Dr. R. A. Reinecke, secretary z 

During D-Week, ‘readers in the national group and| and supervisor of the Rochester, 

produced a score of 43% for wo-|N. Y., research laboratories of | : 

ARF Study Shows men and 36% for men. First in| Harold H. Clapp, Inc., and W. R. | 
readership among men was the| Harman, eastern division sales | Howard Henderson, v.p. of JWT in charge of Lamont, C & 
New York, Aug. 9.—The Allied | familiar “LS-MFT” Lucky Strike |™anager of the baby food com-| Co., General Cigar, & U. S. Playing Card, is off on a mont! ca 
invasion of Normandy did not de- |cigaret ad, which stopped 45% of |Pany, have been elected vice-| tio, | Cited for “services of immense value” to the U. ¢ tii 
tract from readership of other|men and 42% of women. Nash presidents. | . : : 4 ‘ ; ; ny 
: : | Signal Corps, in his position as v.p. and gen. mgr. of R( : 
news, features, or advertisements, | and Hill Bros. coffee ads attracted | wiinetsisthioas’ % ities A. Winiuchetiem, whe dint m- 
the Advertising Research Founda- | almost identical audiences among or b ll t T tr unica B, Sne., ? . 2 ae oied on 8, 
tion reports from a study of the | women, with 17 and 16%. Campbell to lextron | was posthumously awarded the Signal Corps Certificate of we 
Argus-Leader, Sioux Falls, S. D., | Fifteen of the 36 local ads of| Willard H. Campbell, former ciation Aug. 1. . . NBC’s ad and promotion director, rles 
: made on June 8, which was No. 72| more than 70 lines rated 25% or) sales manager and publicity direc-| Hammond, and Mrs. Hammond are parents of a second d ter 
ee in the Continuing Study of News- | better with women. | tor of G. Fox & Co., Hartford, has| Deborah, born July 31... Paul West of ANA will be back t! eek 
paper Reading. ak |been named merchandise coordi- | from vacationing at Lake George, N. Y. .. Stanley Resor, p lent 
In fact, ARF says, “readership ee |nator of Textron, Inc., New York. of JWT. is now 


of all classes of advertising except | R P | ——— 
amusement exceeded the averages | N. Y. ‘Times’ to Expand Elected R ° t VP | men “ Papa 
of all studies to date.” The New York Times Company, ecte emington V.6. | y “ 


A John Morrell & Co. adver- | filing Aug. 7 with the Department| 8B. E. Strader, director of sales | plans later to go 
of Housing and Building for an-|for Remington Arms Company,| to coast offices 
THIS IS JINX FALKENBERG | 2¢xation of the site of the 44th St. | Bridgeport, Conn., since 1935, has | on a tour of in- 


. . 2 4 | > 
PRETTIEST girls in the world Theater, is planning to erect an| been elected a vice-president. spection. . . Coop- 


| 
are yours in EYE*CATCH- | : , ildi $j hatte ee 
mat Noida tsa | L1-story building as an expansion eet | erative | Analysis 
too. Practical situations for all| OL 10S newspaper Plant, presently . . of Broadcasting 
ads 100 hot sul $ | « ; ; , € W ns 
monthly to pond = sor ale: located in the Times Annex, 229 eigert Joi B&B | Pres. A. W. Leh- 


tising and increase its pull. | W. 43rd St. Although no date has Charles Weigert, with Best 
Write new fo iets oils. been set for actual construction, | Foods, Inc. for several years, has 
proots. No. 10] FREE. No obli- | alteration costs of the theater are| joined Benton & Bowles, New 
Eve* Catchers, Inc, !°xE:,38" st.| given as $2,250,000. Land is as-| York, as an assistant on the Proc- 
ye , INC. =~ New York | sessed at $830,000. iter & Gamble account. 


man is summer- 
ing this year at 
his place at Point 
Lookout, N. Y. .. 
Harry M. Mil- 
| ler, pres. of the 


oe | Columbus, O., 
‘ | agency bearing 
63 | his name, made : : s 
2 golf history and IT'S THE LIFE—Resting after the arduous life of admen 
fg the sports head- °",@ fishing trip in the Wisconsin woods are, left to 
Se lines reeeutiy right: Lee Clark, assistant general sales manager, Frigid. 
ah : aire; Jim Mitchell (with shirt), advertising manager 
| with a hole in frye Story; and Charlie Shattuck (with hat), western 
| one on the 148- manager of Macfadden Publications. 
| yard 9th at Scioto 
| Country Club... 
Maj. H. Wesley Webb, former western representative of the trade- 
‘ mark service div. of AT&T, has been assigned to duty at an English 
a air base... and Lt. Comdr. Allen F. Peirce, eastern rep. of the sams 
i | division, has returned from Pearl Harbor and is now on duty at 
@ the Alameda, Cal., naval air station. . . 
re Milton Simon, pres. of Simon & Gwyn, Memphis agency, missed 
Pe | the draft by one day. The day before he was scheduled to report 
| to camp his draft board notified him that due to his venerable age 
te | of 30-plus he probably wouldn’t be called. . . Russell Gohring, who 
ee | was with WSPD, Toledo, before entering the Army two and a 
: " | half years ago, has been promoted to major. He’s with the Fourth 
be = Ferrying Group at Memphis, where a recent informal poll of news- 
’ to figure C in > be are ve | | papers pronounced him the ‘most popular public relations office: 
q la y1 contin with | “which ag | of the area.” . . 
% cincinnal) ‘rading centerth the For John Crichton, SK3c, former Washington editor of ADVERTISING 
% | AGE, has been commissioned an ensign in the naval reserve. He will 
os | attend the Navy supply corps school at Harvard University fo1 


further training. Ensign Crich- 
ton has been writing the am- 
phibious forces’ weekly radi 
drama, “Invasion Is Our Busi- 
ness” .. . Lt. John P. Young, 
who has been serving in the 
South Pacific, has been trans- 
ferred to Africa, and has been 
promoted to the rank of |ieu- 
tenant commander. Before en- 
tering the Navy he was ad mgr 
of Gruen Watch, and for a num- 
ber of years prior to that was 
ad dir. of Armstrong Cork Co. . 

E. G. “Mannie” Hubbell, 12! 
of the planning and scheduling 
dept. of Better Homes & Gar- 
dens and Successful Farming 
Des Moines, was appointed t 
the board of governors o! thé 
International Assoc. of Printing 
House Craftsmen as chn 0] 
the educational commissi at 


IN ENGLAND—Major D. D. McCutch- 


eon, Chicagoan who was formerly west- 


. *  e . ’- the group’s meeting at Ni sara 
Here is what you can expect of the Cincinnati ern manager of Liberty, is now public py icnds of Frank I 


relations officer for the 8th Air Force of 


Composite Command in England. Ma- Clark, ad mgr. of Iver-. 1h 


market after the war. Cultivate this rich market jor McCutcheon, who was a lieutenant son's Arms & Cycle Vi ris 
"er Mien. ood Mets dead. ienew thal a's Gade at bi: 
now through the columns of The Cincinnati Post fice after several weeks’ 10: 


pitalization. . . Frank M. Folsom, RCA v.p. in charge of the \ -t0 
Div., has heard that his son, Lt. (jg) Harry F. Folsom, has ee? 
awarded the Navy Air Medal. Harry wrote, “They had some tal 
left over so they struck a few medals and gave me one.” . . G 0] 
china are in order for O. S. Tyson & Co., celebrating its 20th 
versary Aug. 13... Agency was organized by Mr. Tyson, p 
president, and the late L. W. Seelisberg.. . 

“sncinnati the ! iti ad Edwin A. Trizil, media director of McJunkin Advertisi: 0., 
__ of th Chicago, finally succumbed to the presentations of Dan Cu} 1d 
marly: signed a life contract with Helen Burke. They’ve returned 

a honeymoon in New York. . . 2nd Lt. Ralph Ives, on leav: 
the ad dept. of Traffic World, and now with the 311th | 
e e e wing of the Army air forces, has been promoted to Ist lieut t 
| t P t Lt. Ives, who has been out of the country on two extended : 1 
en he Cineinna 1 Os ments, is now at Bolling Field, Washington, D. C., wait! 


further orders... 


4 J. Howard Hamilton, who was with the American Can Co . 
? —— — 4 going to work for the government, has been presented with thi I 
CINCINNATI 2 ’ OHTO Department’s exceptional service award “for distinguished se! 
the skillful and tactful development and direction of the canne 
Represented by the National Advertising Department of Scripps-Howard Newspapers procurement program for the armed forces.” 
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ohnston Charges 
Smear Campaign’ 
ga nst Railways 


|comply with the provisions of the 


Interstate Commerce Act. 
“All of Mr. Berge’s charges have 
been aired before Congressional 


time and 
them. The 


much precious 
refuting 


~_ he railroad industry lost|ment has been in sharp contrast 
“ee today denying charges|to the cooperation the railways 
4 it fostering a transportation | have received from the Executive, 
Tae charges which could|the War and Navy Departments, 
sas vy lead to new anti-trust | the Office of Defense Transporta- 
oh inst the carriers. tion and other government agen- 
Term \¢ charges made by Wen- | cles, which have been of vital 
| Be: ec, assistant U. S. attorney | assistance to the railroads in mov- 
eral 4 smear campaign of the|ing the unprecedented wartime 
ti-tr prosecutors,” C. E. John- | traffic.” 
“yl rman 5 Pi Sree | ————— 
eociation Of ailway xecu- ; 
eet easiest ‘Donnelly Joins Gardner 
ost ric aly regulated business in| Robert B. Donnelly, formerly 
meric: and that virtually every vice-president and manager of the 
sport act of a railroad is sub- Minneapolis office of McCann- 
ct to ipproval of the Interstate | Erickson, has joined Gardner Ad- 
nmerce Commission. “Yet the | vertising Company, St. Louis, in 
nti-Trust Division prosecutors charge of marketing and merchan- 


‘ould have the public believe the 
jlroads are flagrant violators of 


e law.” he said. 

Mr. Berge, director of the Anti- | 

yst Division of the Department 
¢ Justice, picked a meeting of the 


ansas City Advertising and Sales 
xecutive Club yesterday to make 
s claim that the railroads have 
plan for 
ation a complete transportation 
nopoly under their domination.” 
fied the following allega- 


ry freight rates which have 
laced an unfair burden upon in- 
istry and agriculture in the West 
nd South; 2. Establishment of the 
scriminatory rates through pri- 


te conspiracies and not by pub- 
authority; 3. Operating in such 
vay as to place the development 
motor truck operators and 
ater carriers at a disadvantage; 


. Delaying the introduction of 
ew equipment and technical im- 
rovements because of the monop- 
listic conditions. 


Sees Widespread Control 


Charging that the railroads were | 


ttempting to control all forms of 
nsportation through regional, 
tegrated transportation systems, 
3erge said, “The sponsors of 
s program in one of their pub- 
pronouncements remarked that 
—the railroad 
t concerned whether their re- 
ns come from water, rail, bus 
ur service. 
‘This expression of the rail- 
id’s case,” he said, “leaves no 
uestion but that the purpose of 
s scheme to bring all forms of 
ublic transportation under 
mination of the railroads is de- 
gned to preserve the excessive 
talization of the railroads re- 
lless of the economic effects 
n the nation.” 
Commenting on the charges, Mr. 
nston said, “The procedures 
Mr. Berge claims are viola- 
the 
the most part have been 
effect for many years. They 
e been necessary for the effi- 
ent operation of the 


“fastening upon the! 


|, Maintenance of discrimina- | 


owners—were | 


the | 


Sherman Anti-Trust | 


|dising. He was associate adver- 
\tising manager of General Foods 
for seven years, has been sales and 
advertising manager of Waitt & 
Bond, and manager of the new 
products department of Vick 
Chemical Company. 


|committees and the railroads have | 
| spent 
leffort in 
City, Aug. 8.—A spokes- | harassment by the Justice Depart- 


Biddle Tells WPB, 


Industry Groups 
to Submit Plans 


Washington, Aug. 9.— The 
touchy business of whether WPB 
could continue to use industry 
advisory committees to discuss re- 
conversion, without violating the 
anti-trust laws, was cleared up by 
Attorney General Francis Biddle 
today with the reservation that all 


dustry groups must be approved 
by the Justice Department. 

Mr. Biddle advised that industry 
groups would be expected to re- 
spect “the spirit of the Sherman 
Act,” particularly in avoiding reg- 
ulations which would have exclu- 
sionary effect on new enterprises 
and small businesses. 

He said that as long as hostili- 
ties continue the Justice Depart- 
ment would continue to absolve 
industry advisory committees from 
the anti-trust laws so that they 
may assist the chairman of WPB 
in preparing programs designed to 
effect the change to civilian pro- 
duction without impairing the 


| “rump” 


orderly progress of 
tion. ° 
In asking that all such plans be 


war produc- 


ment for clearance, he went be- 
yond the demands made by At- 
torney General Jackson in the 
agreement of April 29, 1941. He 
added that where programs were 
adopted despite disapproval of the 
Attorney General, prosecutions 
could be expected. 


In granting permission for in- 


|dustry to confer under WPB aus- 
: ; | pices to 
reconversion plans proposed by in- | 


map reconversion, Mr. 
Biddle warned that members of 
the committee must not privately 
agree on any program or take part 
in any private program involving 
directly or indirectly the produc- 
tion or distribution of commodi- 
ties. 
Under 
advisory 


existing WPB 
committee 
sessions are 
In addition, Mr. Biddle warned 
against other practices currently 
outlawed under WPB rules. 
Summed up, they require that 
WPB must draw its own programs 
and adopt and enforce them itself, 
relying on industry committees 
only for advice. 


industry 
rules, such 


submitted to the Justice Depart- | 


forbidden. | 


JWT Handles Weco 


Products Account 

J. Walter Thompson 
Chicago, continues to 
account of Weco Products Com- 
pany, Chicago. Another agency 
was incorrectly credited with the 
account in an Aug. 7 ADVERTISING 
AGE story reporting intensified 
| campaigns in behalf of Dr. West's 
|Miracle-Tuft toothbrush and 
Dache hair nets. 


Company, 
handle the 


Grimes, Young Promoted 

Paul Grimes, who has been in 
'the local and national advertising 
|department of the Indianapolis 
|News for the past six years, has 


| been named national advertising 
| manager. Ted Young, with the 
|News since 1924, has been ap- 
pointed retail advertising manager. 
ADDRESSING 
FILL-IN 


John a McElwain & Co. 


A DIRECT MAIL SERVICE 
Phones Webster 2336-7 
| 607 S. DEARBORN 8ST, CHICAGO 


> 
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WHY DO people reach for parade first—and read the issue 
all the way through? Subjects are first picked for their 
wide current interest. Then parade pre-edits the story — 
planning each picture, each caption in advance, to present 
the human side of the news. 


railroads, | 


nd essential to the development | 


i industry and agriculture. Some 
them are necessary in order to 


if it’s 
A TEST 


vou want... 


TAKE 


YEW HAVEN 


The Register is rated* the 
th test market in the U. S. 
—2nd in New England. With 
1 minimum cost you reach 
urban and suburban popula- 


tion. 


“Independent Survey of Providence Bulletin 


Outstanding advertising 
visibility, too, goes with 


ae | 34 


a 


t 


‘ 


; 5 
‘ 


BZ 


- Ga a A a 
HOW DOGS are trained for warfare is one such subject— 
dramatically brought to paradé readers in pictures and 
captions. Here you see a dog learning to follow footprints, 
and to carry medicine to wounded. Readership for this 
story was up to 80% among men and 649% among women. 


OTE THE readership figures on the ad- 
N vertisement reprinted below. High 
as they may seem, they are approximately 
average figures for this advertiser’s cam- 


paign in parade? 


magazine section. 


that prove this. 


For parade is the best-read national 


Parade’s 2,000,000 


families are beginning-to-end readers — 
and high readership of editorial content 
carries right over into the advertising col- 
umns. We will gladly show you surveys 


leadership in readership among national magazine sections 


Reprinted from Parade, Novi 


mober 14, 1% 


FROM THE SAME issue of parade, this advertisement showed 
a readership that would compare favorably even with reader- 
ship of the editorial pages of many publications! Advertisers 
have tripled their lineage in parade in three years. 
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WCLO Names Rambeau 


William C. Rambeau Company 
has been appointed national rep- 
resentative of Station WCLO, 
owned and operated by the Ga- 
zette, Janesville, Wis. 


C-Z Chemical Appoints 


Klau-Van 
Associates, Milwaukee, has been 
appointed by C-Z Chemical Com- 


pany, Beloit, Wis., to handle ad- 
vertising of its cleaning and disin- 
fecting chemicals, polishes and 
waxes. Newspapers and_ radio 
will 
distribution has been effected. 


| Dunkle Moves Offices 


|La Salle St., Chicago. 


be used in territories where | 


W. Donald Dunkle, merchandis- 
Pietersom - Dunlap/|ing counselor, has moved his of- 
|fice to larger quarters at 134 N. 


THE BAKING INDUSTRY MAGAZINE 


FACT NO. 1 — over a 58-year period, BAKERS’ 
influence among 
bakers by always presenting editorial contents 
Send for a sample copy. 


HELPER has won 


“Helpful to Bakers.” 


® 


Veteran FIC Man 


| 


Champions More 


Data for Industry 


Dickerman Urges 
Expansion of Fact 
Gathering Program 


Washington, Aug. 8.—Marketing 
men who have followed the FTC 
reports on distribution costs, and 
|wondered “Little man, what 
|now?”, may be relieved to learn 
that a key FTC investigator con- 
siders the series as little more than 
a routine fact-gathering operation. 
| His coldly objective appraisal, 
|involving no legislative or bureau- 
|eratic sanctions, is perhaps even 
more reassuring, for he concludes 
that the, FTC reports prove that 
the terrific competition of various 
items for the consumer dollar now 


! 
| 


make it impossible to reduce dis- | 


| tribution costs. 


These opinions are supplied by 
Judson C. Dickerman, who has 
retired after 15 years with the 
FTC, beginning with the utilities 
investigation of 1929, and cli-| 
maxed by the five-part distribu- 
tion study, parts of which have 
been released during the past nine 
months. 


Urges Expansion 


Mr. Dickerman is one of the 
prime movers within the FTC for 
the development of more and more 
analytical studies similar to the 
reports on distribution costs. Con- 
vinced that FTC should provide | 
information on business condi- | 
tions, as well as act as a policeman | 
against “evils,” he has urged| 
expansion of the Commission’s 
fact gathering program. 

During the past five years, FTC 
has moved’ aggressively into the 
crowded field of government sta- 
tistical reporting, competing 
heatedly with the Federal Reserve 
Board and the SEC in providing 
information on the economic 
structure of business. 

In 1939 the FTC made reports 
on 780 corporations in 76 indus- 


.y 


The immense back-log of deferred demand will probably insure boom 


conditions in the transition from war to peace. 


In the scramble for the reconquest of the consumer’s favor, he who hesitates will be left at the post. It is 


not necessary to strike a lucky average between the victory-next-week optimists, and the peace- 


maybe-ten-years-hence Jeremiahs. The time to consolidate post-war markets is obviously Now. 


The urban, industrial area served by KYW’s 50.000 watts should be given a top-priority in your 


sales-plans. Its teeming millions have undergone rigorous depletion of consumer goods. 


They have the means. and the intent, to remedy this deficiency, as merchandise becomes available. If the 


“how,” “when.” and “what” of your product are deftly integrated with their favorite 


KYW programs Now, you will have the jump on competition which fiddled while Rome 


burned. NBC Spot Sales will get you off to a running start. 


PHILADELPHI 
$0,000 WATTS 


WESTINGHOUSE PRESENTS 


KDKA -* 


2:30 EWT.,. NB¢ 


ohn Charles Thomas on Sun 


wowo - 
REPRESENTED NATIONALLY BY NBC SPOT SALES 


WGL + WBZ -* 


Top of the Evening” on Mon 


Wed., Fri 


——WESTINGHOUSE RADIO STATIONS Inc-—— 


WBZA + KYW 


10:15 EWT Blue Network 


|intent of a few. 
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Fach cellophane envelope conteins equivelent 
60% PURE TREE RIPENED FRUIT JUICE 


Just add Warer—and sweeren! Mas 
refreshing drink you ever waned 

lime! So quich — so easy —s0 ecoo 
squeeriag— 90 more bore bother — + 
modern debydraed (rum jurce Mevors 


Look for this carton — 4h yo oaler! 


INTRODUCTION TO CIVILIANS— 
First consumer advertising of Freshie 
dehydrated fruit juice, is being used 
by Sunway Fruit Products in New Yor} 
and Chicago newspapers and spo 
radio. The product previously hag 
been sold extensively for Army ue 


overseas. Sorensen & Co., Chicago 
handles the account. 
tries, covering rate of return 
|advertising, and numerous item 
|of cost. This series, which Chai; 
man Robert E. Freer hopes } 


|revive, has been suspended durin 


the war. 
Unique Commission Task 

Mr. Dickerman believes 
the FTC reports should 
sufficient information about bus 
ness conditions to enable Congres 
and the public to correct situation 
which result “from the weaknesse 
of some and occasionally by t! 
” He believes th 
FTC should do this work becaus 
it has the “background and t 
staff which exist nowhere else 
equivalent quantity and degre¢ 

On distribution, Mr. Dickerma 
wrote, in retiring, that the FT( 
five-part study made it clear tl 
“the increased means of acquir 
what people desire to have 
the increase in the _ variety 
goods offered and in the facilit 
for prompt acquisition have 
magnified the diversity of appe: 
to the consumer that the costs 
distribution are almost impossib! 
to reduce.” 

Mr. Dickerman in writing ! 
impressions had the benefit of t 
complete report, although « 
three sections, covering food, 
pliances, building materials and 
few other activities have appeare 
during the past nine months. T 
other instalments, including on 


= 


devoted exclusively to advertising 


have yet to be released. 
‘Uncontrollable Purchaser’ 
Increased rivalries. that 
resulted in high distributio 
result from the existence t 
a thousand items, compare 


No. 
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| The original Varga design is be- 
ing used for the street car cards| 


d human being with money 


To Henri, Hurst Board 


A. M. ee a vice-president | 


'Stewart to Biow Co. 
John B. Stewart, formerly with 


see ae wea 4 wy Mae 


pocket “is an uncontrollable | 
aan yet likely to be influ- 
by a wide variety of ap- 


reasing demand for special 
es, eye appeal, the rapid 
‘tion of mass appeals, all 
noney to the purveyor but 
ittle compensatory effects on 
Itimate cost to society,’ he 
ented. 
engineer as well as an econ- 
Mr. Dickerman was critical 
mechanics of distribution, 
that little use was made 
chinery aside from packag- 
nachines and transportation. 
Returning to his chief interest, 
the efficient use of capital, which 


Suntan Lotion 
in New Campaign 


(Picture on Page 61) 


Portland, Ore., Aug. 9.—Break- 
ing into the cosmetics field, Jant- 
zen Knitting Mills has launched a 
full-scale campaign in the southern 
California market for Jan, its new 
suntan lotion. 

Backbone of the drive is a show- 
ing of 224 24-sheet posters in the 
Los Angeles area, together with a 
three months’ schedule of street 
car and bus cards. Advertising of 
the new suntan lotion, a natural 
adjunct to Jantzen’s sun and play 


| wears a white, 


and store displays, but the Jan girl | 
low-back Jantzen 
suit on the 24-sheet posters. 

Surveys conducted for the com- 
pany show that Jan has achieved 
wide distribution, after a year of 
preliminary work in other markets, 
and consumer demand is putting it 
in top selling group. 

Botsford, Constantine & Gard- 
ner, Portland, handles the account. 


Solar Sales to Tyson 


Solar Capacitor Sales Corpora- 
tion, New York, manufacturer of 
radio distributor products, has 
placed advertising and sales pro- 
motion with O. S. Tyson & Co., 


| of the agency, 
ithe board 
'Hurst & McDonald, Chicago. 


has been elected to 
of directors of Henri, 


| National Distillers, 
Biow Company, 
|executive capacity. 


has joined the 
New York, in ah 


ADVERTISE IN. 


= 


Delntenaellll 


he ped to stimulate through | clothes, is built around the Jan girl) New York. The agency also han- 

FTC reports, he asserted that/by Warga, a nude whose only/dles Solar Mfg. Corporation, man- 

“profits are far more dependent] adornment is a semi-transparent|ufacturer of condensors, suppres- 
upo: the degree of utilization of} picture hat. |sors and capacitor analyzers. - 
cap.tal employed than upon wages : 
or prices of products. Cutting 
wi while possibly essential in 


times, does not save profits. 
ver of capital is vital. 

ince successful businesses went 
under when succeeding genera- 
tions looked on the business as 
something to be milked for their 
outside pleasure,” he noted, while 
“the cost of management, if 
capable and efficient, is immaterial 
either to the workers or con- 
sumers.” 


Servel Booklet 
Suggests Dealers 
Use Tie-in Ads 


Evansville, Ind., Aug. 9.—A plan | 
book to help gas utility companies | 
tie in with its national advertising | 


campaign, currently featuring tes- 


timonials from famous Americans, | 


has just been released by Servel, 
Inc. 

Entitled “Getting Ready for the 
Postwar Market with Gas Refrig- 
eration Now,” the 12- -page booklet 
is termed “another step in postwar 
action,’ and contains statements 
by Bernard M. Baruch, Henry J. 
caiser, K. Y. Siddel and the Met- 
ropolitan Life Insurance Company 
to support the Servel contention 
that 


prepare.” Cor spatulst _— ie sinc relys 

The booklet describes Servel’s : MA 
advertising appearing in seven of SFX ZAKMMSO 
the nation’s leading magazines, ac - 
points out that its present cam- ve per 
paign attains better-than-average ino 

—— and suggests the use of — ae 

spaper copy and painted 


boar rds that will enable the local 
dealer 
advertising by using local testi- 


nonials. 
Agency for Servel is Batten, 
B Durstine & Osborn, New | 


barton, 
pS 4 - 
YOrK 


Joins C. E. Hooper 


Villlaam A. Herrington, former 
ector of research of Geyer, 
nell & Newell, Inc., New York, 
been appointed an executive 

! C. E. Hooper, Inc., New York. 
vas previously director of re- 
ch of Leo Burnett Company, 
ago, and in the research de- 
ment of J. Walter Thompson 
pany, New York. 


gotten men” (see Gould Pumps—Scolding The foregoing are just a few of the problem 
Joins Standard Brands Locks—Formfit—Cyclone Fence) covered in A.B.P.’5 new aid to advertisers. A 
larles N. Frey, formerly di- “think-starter” it will probably suevest many 

r of Fleischmann Labora- 3. To get plans involving the use of your product ideas which can be applied specifically t Y 


s, has been named head of the 
rtment of scientific 
lard Brands, Inc., 


relations, 
New York. 


LOOK IT UP in 
_ the MARKET DATA BOOK! 


* 
CONSUMER MARKETS EDITION 


* 
BUSINESSPUBLICATIONS EDITION 


“now is the time to plan and | 


to tie in with the national | 


Here Are Some Of The Jobs Advertising Can Do Now 


ore © 


“Every man who prepares industrial 
advertising should have a copy”... s 


says F. |]. LACKENS 


President 


That Are Illustrated In ‘‘Transition Themes” 


1. Promote priority plans to speed return to normal 
business (see WAitmans 


2. Start talking business to jobbers and dealers 
who may have begun to think that they are "’ 


started now (‘te 


SEND FOR YOUR 


General Ele clr/¢ 


wd South Bend) 


for 


A WeVICA 


FREE COPY OF THIS ABP. STUDY ® 


The cost of preparing, produ 
orne by the member publications of 


this study is b 


cing, and distributing 


THE ASSOCIATED BUSINESS PAPERS 


A national association of business 


publica 


tions devoted to increasing their usefulness to 
their subscribers and helping advertisers get 


a bigger return on their investment. 
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Please 
Business Paper Advertisements.” 


Magnesium—Package Machinery 


Libbey-Owens-Ford ). 


4. Find new peace-time applications 
that was born of war (see Lear Avi 


problems. Mail coupe fOr you 


THE ASSOCIATED BUSINESS PAPERS 
Dept. 103, 205 East 42 Street 
New York 17, New York 


send me a free copy of 


National Industrial Advertisers Association, Inc. 
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Herb Wertz Elected | 
erb Wertz, advertising man-| : 

ager of Toledo Steel Products Including Newspapers 
Company, has been elected presi- | _ De Beers Consolidated Mines of 
dent of the Toledo Industrial Mar- | South Africa is enlarging advertis- 
keters, local chapter of the NIAA.| ing schedules to include News- 
week, Mademoiselle, Charm and 
The American Weekly as well as 


Hasten the The New York Times and Chris- 
Return of Peace. tian Science Monitor on Sundays. 
Buy More Copy is appearing currently in 


Life, The New Yorker, The Satur- 
day Evening Post and Brides 
Magazine. 

There will be no change in the 


War Bonds Now. 


De Beers Adds to Media, | 


ule. Half of the copy will be de- 
voted to reproductions of paint- 
ings of famous churches and the 
other half to beautiful women. N. 
W. Ayer & Son is the agency. 


Hutmacher Named 


Ray R. Hutmacher, for nine 
years manager of the midwest- 
ern division of Utah Radio Prod- 
ucts Corporation, Chicago, has 
been appointed district manager of 
the Meissner Mfg. Company, man- 
ufacturer of radio parts, Mt. Car- 
mel and Chicago, Il. 


Advertising Age, August 14 44 


"WHOLE WHEAT { 
(helps you grow 
© strengthy!" 


__ says £14 SAMSON 
! 


Winners of Essay | 
Contest Awarded | 
Prizes by AAIE 


Cleveland, Aug. 9.— Declaring | 
that “human relations will be | 
key to the America of tomorrow,” 
Helen I. Graham described the im- | 
portance of employe publications in | 
the postwar world in the winning | 
essay in a contest sponsored by | 
the American Association of In-| 
dustrial Editors. Miss Graham is} 
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THE OKLAHOMA PUBLISHING COMPANY: THE FARMER-STOCKMAN * 


= 


WKY, OKLAHOMA CITY 


Cs CRUNGKING caLcurt 
. aie a 


* 


OKLAHOMA CITY READY 
FOR PLACE IN AIR WORLD 


Oklahoma City’s geographical position— 
but 15 miles off the east-west line that 
connects Langley Field with March Field 
and directly in the path of the airline 
short-cut between South America and 
the Orient over the top of the world—is 
one of the reasons for the city’s promi- 
nent part in the allied wartime supply 
program. 


A determination to exceed what is ex- 
pected of it is another factor which as- 
sures this Southwest metropolis of more 
than 260,000 a continued place in the sun 
in the after-the-war picture. 


Oklahoma City’s Douglas plant, the 
world’s greatest producer of air transport 
C-47s, did not hit its peak until late June. 
By May 1 it had added 200 extra planes 
to its regular scheduled output. Officials 
declared, ‘“‘We are not out to set any rec- 
ords for the sake of competition. We are 
out to produce as many planes as pos- 
sible as fast as possible. The air forces 
need them. We are going to supply 
them.” 


When the war is history and commerce 
takes to the air as never before, Okla- 
homa City will accept its responsibilities 
in the same manner. She will not be out 
to set any records for the sake of compe- 
tition. She will be out to serve an air- 
minded world. Peace-time economies 
will need air facilities that are convenient 
and ample. Oklahoma City is prepared to 
supply them. 


KVOR, COLORADO SPRINGS * KLZ. DENVER Affiliated Mgmt. 


| LEADS OFF—First advertisement in ‘ 

new series for Kellogg's All-Whe»: js 

this copy appearing in Canadian news. 

papers. J. Walter Thompson Co. Jo. 
ronto, is the agency. 


| 


|editor of “U. S. G. Service News.” 
|published by United States Gyp- 
sum Company, Chicago. 

| The contest, open to all employe 
|publication editors and their asso- 
ciates, both members and _ non- 
members, was on the subject, 
| ““Employe Publications Postwar 
Problems.” Hundreds of essays 
|from all parts of the country were 
submitted to the judges: Dr. Clyde 
Crobaugh, chairman, department 
|of marketing, Penn College; Ray- 
|mond S. Livingston, vice-president 
lin charge of personnel, Thompsor 
Aircraft Products Company; and 
Nat Howard, editor, Cleveland 
News. 

Miss Graham asserted that “fey 
will deny that the probiem of mu- 
tual understanding and confidence 
between employer and worke: 
the one which will require great- 
est consideration. The employe 
publication should strive to carry 
|home the patent fact that the wel- 
fare of the individual worker is 
inseparably linked with the com- 
pany’s fortune.” 

Second and third prizes in the 
contest, part of the association's 
wartime convention by mail, were 
awarded George H. White, edito: 
|The Davey Bulletin,” Davey Tree 


Expert Company, Kent, O.; and 
William B. Brown, editor, ‘““News- 


shaper,” Fellows Gear 
|Company, Springfield, Vt. 


Shape! 


| Admiral Corporation 


Promotes Three 
| J. B. Huarisa, formerly vice- 
| president and radio plant manage 
|of Admiral Corporation, Chicago 
|has been elected executive vice- 
president in charge of product 
and engineering. 

Irwin Mendels, presiden' 
|Radio Products Corporation, ( 
| cago, which has been absorbed 
Admiral, has been elected c! 
man of Admiral’s executive « 
mittee, and Richard A. Gri 
|formerly midwest regional n 
lager, has been appointed vice- 
president in charge of the 1 
division. 


‘NBC Appoints Seth 


William R. Seth, former as 
ant program director of Sta 
WKBN, Youngstown, O., has | 
|named promotion directo 
NBC’s radio recording departn 


“WEDF Flint was righ 
I joined the Navy, « 
what do I see!” 
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Gov't Controls 
(ver Industry Hit 


by Meat Retailers 


2\ack Market Gets 
4% of Quality Beef, 
-onvention Told 


Chcago, Aug. 9.—Blame for 
iortages and the black mar- 
cet meat was placed squarely 
on toe shoulders of government 
this week at the annual 
tion of the National Asso- 
of Retail Meat Dealers. 

otful of the future, John A. 
association secretary, told 
he 400 delegates that after several 
administrators had passed from 
the scene, the present director and 
many new Officials, “some of whom 
have good practical knowledge of 
our industry problems, are appar- 
ently trying to solve some of the 
difficult problems—but whether 
they can untangle the mess cre- 
ated by blundering is a question.” 

Albert Todoroff, editor of Meat 
Merchandising and a delegate to 
the convention, said that reputable 
meat dealers and the public are 
not getting their share of quality 
beef because the black market 
takes about 40% of it. 

He quoted the American Meat 
Institute in declaring that the 
present situation could be blamed 
n the directors of the OPA, the 
Office of Economic Price Stabiliza- 
tion and the War Food Adminis- 
tration, and said, “the black mar- 
ket operators practically have con- 
of the beef situation while 
legitimate operators are showing 
With the enormous quan- 


con 

clat 
Dk 

Kota 


+» | 
trol 


ysses 


tities of beef going to the black | 
market, legitimate operators can- | 


not furnish the retail trade suffi- 
cient of the better grades of beef 

provide a fair share of beef for 
consumers everywhere.” 


|advantage of both 


| 


That the supply of canned meats 
and pork for civilians would be 
curtailed this year was predicted 
by Wesley Hardenbergh, AMI 
president, who said increased de- 
mands of the armed forces, now 
taking 45% of prime through util- 
ity grades of beef, and a probable 
decrease in the amount of finished 
beef coming to market, will cause 
the civilian shortage. 

Total meat production for the 
year is estimated at 25,500,000,000 
pounds, an increase of 6% over 
last year and 58% above a five 
year pre-war average. The armed 
forces, he said, will take about one 
of every three pounds, and is 
planning to obtain large quantities 
of canned meat products and of 
frozen pork, beef, lamb, mutton 
and veal, beginning immediately 
and continuing through the year. 

W. R. Kinnaird, sales promotion 
manager of the AMI, outlined the 
campaign being waged by the in- 
stitute and the entire meat indus- 
try to educate consumers in pre- 
paring less popular cuts of beef 
(AA, Aug. 7). The institute will 
use concentrated copy in 370 
newspapers, weekly and monthly 
Magazines, spot radio announce- 
ments and the network program it 
sponsors, “The Life of Riley.” 


Upholds Trade Practices 


Assailing OPA directives cover- 
ing retail meat selling practices, 


Edwin F. Janssen, NARMD presi- 
dent, said, “I know you are here 
to repeat your demands for the 
right to return to those business 
practices which have been the cus- 
tom in the past, and which are 
in no way inflationary.” While 
declaring that a closer working 
arrangement between the packer 
and the retailer was to the advan- 
tage of both, as well as to the con- 
sumer, he said some packers “are | 
taking advantage of the situation.” | 

“T should like to remind those 
few,” he said, “that the indepen- 
dent meat dealers of the nation 
at one time operated without the 
packers. We have found it to the 
retailers and 
packers to patronize the packers, | 
but if our dealers are discrimi- | 


nated against in amounts available) 


For nine consecutive 
years the Union-Star 
has led in city zone 
circulation. 


Nationally Represented by 


KELLY-SMITH CO. 


on a scarce market or on price in 
a plentiful postwar market, they 
will force the independent meat 
dealer to operate packing houses 
as many other retailers have 
done.” 


Nutrition Drive On 


Redman B. Davis, head of the 
department of information, Na- 
tional Livestock & Meat Board, 
described the special beef promo- 
tional drive now being conducted 
in cooperation with the retailers. 
The promotion includes educa- 
tional literature, posters and 
charts, radio scripts, lectures, dem- 
onstrations, news stories, feature 
articles, illustrative material and 
menu stickers. Special emphasis 
has been given to the launching of 
studies to obtain and disseminate 
more information concerning the 
value of meat proteins. 

R. H. Gifford, sales manager of 
Swift & Co., told the association 
members that their problems were 
mutual, and that Swift’s policy, 
reiterated in its advertising, is: 
(1) To cooperate to the fullest to 
win the war; (2) to take all possi- 
ble safeguards to maintain the 
high quality of its product; (3) to 
make every effort to insure fair 
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distribution throughout the United | Rockwood Dips in cookies, syrup 
States. He said that despite Swift’s| and cake frosting. 

manpower shortage with 20,000 Women’s household participa- 
employes in the armed forces,| tion radio time will be used dur- 
through sales meetings and sales|ing the same period in 25 cities 
aids, films, discussions and bulle-| three to five times a week. 
tins, it has tried to maintain its Federal Advertising Agency, 
relationship with the dealers and| New York, handles the account. 
emphasize to the nation the im-| 


tiem gore agg dealer in the na-| Newman Joins Lutz 
_ " | Sheldon B. Newman, formerly 
| with William J. Morton Company, 


. |has joined John E. Lutz, news- 
Guile to Hunter Screen | paper representative, Chicago. 


Harold Guile, formerly of the | 


|New York Times, has joined the 
eastern advertising sales staff of 
| the screen unit of Hunter Publi- | 
|cations, New York, including) 
Screenland, Silver Screen and| 
Movie Show. 


We can't get larger space in 


which to tell a mostimportant _ 


‘ pe) SP a Your Contra 
 tor-Builder Customer. "'* 
Send for ac of t 
booklet, just off the press, or 
your advertising agency 
about it, ie 
dovthe bailing that al he lng 


PRACTICAL BUILDER 


$9 East Van Buren Chicago 5 


Rockwood Candy Will 
Use 40 Newspapers 


Rockwood & Co., candy manu- 
|facturer, New York, will use 200 
and 300 line copy in 40 large cities 
across the country to promote 
chocolate dips starting in Septem- 
ber and continuing until January. 
The copy will appear on food 
pages and give recipes for using 


Is your of 


fice in a muddle 


every time you go away? 


This book will help keep work on the beam 


If things go haywire every 


the office, send for this Hammermill man- 


agement-idea book, “3 Steps that Get 


Things Done.” 
your office work, get it 


putting it in writing . . 


one on your staff will know exactly who 


is to do what and when . 


are there or not. 


pREE! | 
mail the 


coupon now! 


BUY WAR BONDS— 
AND KEEP THEM 


It shows how to supervise 


. so that every- 


time you leave And when you apply this invaluable 
principle, specify the paper you can 
rely on—— Hammermill Bond. Even un- 
der wartime production its quality ts 
done right by still safeguarded by 45 years’ experience 
in the making of economical office papers 
and by the toughest tests in papermaking 
. whether you — tests that are far more rigorous and 


exacting than actual use. 


rr 
a 
~ = bs" 
» j 3 nj zrie, P 
% Hammermill Paper Company, Erie » & ) 
me—tree—a opy ot the : 
r Engen mt eau idea book 3 Peis 
ya Steps that Get Things Done 
4 Name 
OFFICE PAPERS 7 


AA 8 
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Sees Expanded 
Sales Field for 


Premium Industry 


Chicago, Aug. 9.—Although the 
premium business has declined 
from the prewar level of $400,000,- 
000 a year to a scant $100,000,000, 
leaders expect it to zoom above 
the $500,000,000 mark within a 
year after materials are available, 
and to continue around that fig- 
ure, John C. Goodall, general man- 
ager of the Merchandise Mart, said 
today. 

Chicago, he said, is expected to 
emerge from the war “the indis- 
putable capital of the industry.” 

He blamed the present business 
decline on the fact that manufac- 
turers now need few sales stimu- 
lants to move goods and because 
WPB frowns on ladling out materi- 
als for give-away items. However 
he said, the industry not only will 
benefit postwar from extensive 
“catch-up business” but will have 
the advantage of wartime experi- 
mentation and research with new 


machines points to lower costs and 
greater sales for the industry, he 
said. 

“The early shift from such typ- 
ical. premium standbys as 
minum ware and electrical appli- 


wood products, and 
manner of miscellaneous items, has 
broadened the base of the whole 
|business,.” Mr. Goodall declared. 
“Material scarcities have also made 
it imperative for large premium 
distributors to shop small manu- 


facturers and take their limited 
output for localized distribution. 
This has introduced a more spe- 


cialized premium distribution tech- 
inique and revealed the value of 
'studying people’s wants in widely 
separated sections of the eountry. 
|Some companies have found that 
| bibles, dictionaries, cook and sew- 
‘ing books are more acceptable as 
| premiums in some areas than more 
| orthodox items.” 


PREMIUM GUIDE 


BOOK OFFERED 


Toledo, Aug. 8.—A_ guide book 
on premium merchandising, which 


types of products and new materi-| includes case histories of prewar 


als. Availability of 


war-created | experiences in the field, is being 


alu- | 


ances, first to glass, chinaware and|Plan Book,” 


later to all| 


Sg Si 9 


sent out to advertising and sales 
executives by Libbey Glass, divi- 


. : | 
sion of Owens-Illinois Glass Com- 


pany. 


The 26-page, 10x13” folder, en-| 


“Premium 
defines terms 
monly used in premium merchan- 
dising, lists the purposes for which 
premiums are used, describes steps 
in premium promotion, classifies 


titled 


premium offers and gives examples | 


of various types of premium offers. 

The booklet outlines how Libbey 
Glass measuring cups, tumbler 
sets, bowls, decanters, and mono- 
grammed glasses were used suc- 
cessfully as premiums in promo- 
tions by dealers for various 
products. 


Allen in New Post 

Kenneth E. Allen has resigned 
as director of publicity and public 
relations for Continental Air Lines, 
Denver, to join the editorial staff 
of American Aviation Associates, 
Washington, publisher of Ameri- 
can Aviation Daily and American 
Aviation. Mr. Allen will handle 
the air transport section for the 


_—.. 
Capper’s Weekly Sells 


The Family, Because lt G 
Sells The Women First! 


@ THE hand that plies the needle also han- 
dies the purse strings! One of the surest in- 
dexes to Women's Reader Interest in a 
publication is the sales volume of dress and 
needlework patterns. 


CW's record is outstanding in this field. 
In 1943, women in the 355,000 CW sub- 
scriber families bought 266,036 dress pat- 
terns and 130,183 needlework patterns—a 
total of 356,219. Despite a price increase of 
333% on needlework patterns and 50% on 
dress patterns, the total CW pattern sales 
for the first six months of 1944 showed a 
gain of 27.9% over the same period of 1943. 


The "point of the needle" is this—The same 
intensive reader interest that regularly 
makes this outstanding pattern sales rec- 
ord per thousand subscribers for CW will 
sell YOUR PRODUCT to these 355,000 fami- 
lies in the rich area of lowa, Nebraska, 
Missouri, Colorado and Kansas through the 
columns of CW. 


publications, and will cover ac- 
tions of the Civil Aeronautics 
Board. 


355,000 Circulation --- 679 RFD --- $125 Per Line 


TRY CAPPER'S WEEKLY—FIND OUT WHAT IT WILL DO FOR YOU! 


CAPPER'S WEEKLY 


TOPEKA - 


KANSAS 


Merchandising | 
com- | 


| Creative 


| experience, 
|} samples of copy. 


| to this job. 


Advertising Age, August | 


The rates for this department 
“Positions Wanted,” 
tatives Available,” 


% in., $3.50; 1 to 3 in., $6.50 per 


WORKERS SUBJECT TO 
MUST BE CLEARED BY 


The Advertising Market Place 


“Representatives Wanted,” and * 
50 cents a line, minimum charge $2. 
eash with order. All other classifications (single insertion rates 


AUTHORIZED CHANNELS, 


are as follows: “Help Wante: 
Leprese 


Ter? 
inch. 


PRIORITY REFERRALS 
THE USES OR OTHER 


HELP WANTED 


OUR CLIENTS NEED MEN § 


whose record and experience in advertising, | 
sales and management can stand rigid in- 
spection. 

Positions open from coast to coast. 

Free booklet, ‘‘How to Match Men and Jobs’’ 
sent on request. 


PERSONNEL CONSULTANTS 


‘‘matching men and jobs”’ 
8 South Michigan Avenue ANDover 3129 
CHICA 


(Solid firms seeking sound men only are 
solicited) 


| ferred. 
|graduate quickly from copy 


SALES PROMOTION MANAGER 


Young. Medium size, quality radio- | 
phonograph manufacturer, New York 
City. Sales, dealer work. Postwar 
opportunity. Give draft status, edu- 
cation, experience, salary desired. 

Box 49938, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 
EDITOR, experienced, under 45, with 
some knowledge of radio industry 
preferred, altho not essential. Excel- 
lent opportunity. Salary $5,000 to 
$7,500 and more to come if proven 
satisfactory. Reply will be held in 
strictest confidence. 

Box 4992, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 
COPY CHIEF 
Agency food exp. to $20,000 
ADV. MGR.: househld, gds. to $15,000 
3 COPYWRS. agency exp. to $12,000 
ART DIR. Agency exp. to $10,000 
SPACE SALES Chi. terr. to $7,500 
2 INDUSTRIAL COPYWRS. to $5,200 
LAYOUT ARTISTS to $3,900 
MKT. RESEARCH agency $3,600 
SALES PROM. mag. open 
Many other advertising positions 

open for men and women. 
Fred Masterson 
Sinclair Masterson Personnel 
310 8S. MICHIGAN, CHICAGO 
COPY WRITER WANTED 

man for fast-growing 
Omaha agency. Must be able to 
think out sound selling ideas and 
put them down in black and white. 
Mail order or ageney experience pre- 
Here's your opportunity to 
man to 
executive. Write stating 
qualifications and send 
Sell us in your first 
letter. We can get you transferred 
Write today. Mort Duff, 
France-Duff Advertising Ageney, 
Omaha 2, Nebraska. 
ARTIST Art Director, man or 
woman to do layout work and some | 
finished art for ads, booklets, folders | 
and ete. Permanent Job—5 day week, | 

Box 4996, ADVERTISING AGE } 

100 FE. Ohio St., Chicago 11, Il. | 


account 


Feed Advertising 
Man Wanted 


Rare opportunity for advertising 
manager, assistant advertising man- 


ager, or copy man, familiar with 
feeds, feeding and feed merchan- 
dising. Should be versatile copy- 


writer, able to talk the language of 
feed buyers and feed mills. Top 
pay and fine post-war future with 
large, expanding Chicago firm, 
leader in its field. Our organization | 
knows of this ad. | 


} Box 4947, ADVERTISING AGE 
100 E. Ohie St., Chicago II, Ill. 


RESEARCH MAN 


Publisher in Southwest has opening | 330 WwW. Ee 
|ADVERTISING MANAGER or 


for an experienced RESEARCH 
MAN—Market Analysis, Reader Sur- 
veys, Current Opinion, Statistics. 
Position permanent with opportuni- 
ties in rapidly growing organization. 
Man we want is probably now sec- 
ond in similar department and look- 
ing for opportunity to progress. 


|Give full details of experience, edu- 


| layouts, . 
|opportunity. Ideal working arrange- 


eation and salary requirements. 
30x 4977, ADVERTISING AGE 
100 EK. Ohio St., Chicago 11, Il. | 
LAYOUT ARTIST WANTED 
Creative man for fast-growing 
Omaha agency. Must be able to do 
finished ad, catalog and broadside 
some artwork. Unlimited 


well-lighted studio 
clients. If you're 


ment. Clean, 
Nationally known 
interested, we can geet you trans- 
ferred to this job Write outlining 
your experience and qualifications 
Give complete information in first | 
letter and send samples. They'll be 
returned promptly. Write Mort Duff, | 
France-Duff Advertising 


|}for silk screen or lithograp} 


|; war 


|} years 


| salary 


| Fifteen 


j tion New 


|}; COpy 


Ageney, | 


HELP WANTED 
ARTIST . = 
Capable making good layouy ; 
erisp color roughs for car is 
window displays, ete., then f 


duction. Must be all aroun: 
good at figures, still life an: . 
ing. Permanent position « nig 
good opportunity. Write, givi: 
education, qualifications, sala 
sired. Enclose snapshot. 
", C. Page 
Sales & Office Personns 
Goodyear Tire & Rubber < 
Akron, Ohio 
ASSISTANT ADVERTISI\ 
MANAGER 
by firmly established, sales 
company whose regular pea 
products are used in thousa 
plants. Constant expan 
product lines and sales volu 
fore and during war means 
tional opportunity. Advertisir 
dent or someone having two o: res 
industrial advertising « ! 
ence will be considered. Locat ( 
miles from Chicago. 
Box 4975, ADVERTISING <A‘ 
100 Kk. Ohio St., Chicago 11 


| SPACE SALESMAN WANTED: 


panding Chicago Publisher 
conscientious, hard-working 


salesman to sell its three pu ‘ 
tions in the New York and Ney 
England markets. Salary and 7 
with real future opportunity Our 


own organization knows of th ad- 
vertisement so you can addr \ 
in confidence, giving full details of 
experience and minimum. starti 
requirements. 
Box 4984, ADVERTISING AGE 
100 KE. Ohio St., Chicago 11, | 
SPACE SALESMEN WANTED 
Trade Papers—Magazines 
Chicago-New York Territories 
GEORGE WILLIAMS—Personne! 
209 SS. State St.—Har. 2063, Chicago 


CAPABLE COPYWRITER—Su 

ful offset and letterpress printing 
;organization, with established Ad- 
vertising Agency Division, offe WV 


usual opportunity to young man \ 
woman who ean write result-pro- 
ducing direct mail and sales prom 
tion copy for various con net 
goods and industrial aceounts 


| Agency experience desirable but 


$3500-$5000 to start wit 
splendid postwar possibilities. Giv: 
full particulars of experience an 
accomplishments in first letter. Ke 
ler-Crescent Company, Evansvill 

Indiana. 


essential. 


POSITIONS WANTED 


ACCOUNT - EXECUTIVE MATERIAL 


Young sales-promotion and advertising man 
ager of 5 million dollar department store 
wants opportunity as junior or assistant ac 
count-executive with N. Y. or Chi ageney 
Seven years retail background includes selling 
buying, merchandising, copywriting, sales 
promotion. Experienced planner, organizer 
schooled in contact diplomacy. Ambitious 
aggressive, anxious to apply writing ability 
creative enthusiasm, executive training ¢ 
broader agency field. College graduate, 29 
years old, family. $4500. Box 4986, Adver 
tising Age, 100 E. Ohio St., Chicago |!, !! 


TOP-FLIGHT COPYWRITER 
AVAILABLE ON FREE 
LANCE BASIS 
years agency 
background in 


exper! ct 
cons 


thorough 


}goods. Expert publication and d 
}copy; sales promotion, plans 

presentations. Know proprietary a! 
ethical drug fields intimately. Loc: 


York. 
Box 4998, ADVERTISING AG 
42nd St., New York 18, N. } 


39, married, draft-exempt,. 12 yr 
perience in all phases of er 
advertising. Now employed 
ing better postwar opportuni 
Chicago. 
Box 4968, 
100 EK. 


A.A.F,. PUB. REL. OFFICE! 
available for discussion rega ng 
civilian position. 20 odd years 
broad exper. adv. and prom. 1 
as exec, Salary commensurate 
ability background and perma 
Location immaterial, west coa re 
ferred but not required. 

Box 4991, ADVERTISING Af 

100 KE. Ohio St., Chicago 11, 
ONE OF AMERICA’S FAST! ST 
WRITERS of sensible, prod 
willing to move. Wide e> 
ence in advertising, promotion 
licity Now in sixth year wit 
Physically fit. Draft 


ADVERTISING A‘ 
Ohio St., Chicago 11, |! 


30x 4980, ADVERTISING A‘ 


Omaha 2, Nebraska 100 KE. Ohio St... Chicago 11, 
ADVERTISING SPACE SALESMAN: | WRITING: Scripts or pub 
for long established trade publica-| woman employed femme dept 
tion. Successful record of similar ac- |New York station seeks part 
complishment necessary New York /assignment. Knows mag. and 
| City only Attractive salary Perma- | fashion. food, beauty eds and 
nent connection. Confidential Write, | fields. 


do not phone or call in person Box 4989, ADVERTISING A‘ 
Blaisdell Gates W. 42nd St New York 1% 
a yee | COPY! COPY!—Writer with 

i Dita Et aaa varied exp. from ind. to fa 

New York 17 New York __| radio to catalog. Young, aday 


DISPLAY MAN. for 


| Box 4999, ADVERTISING A‘ 


manufacturer of window and coun 100 KE. Ohio St., Chicago 11 
ter displays for the apparel indus. (| OS = — 
td mae rienced pe BR yo assemble | REPRESENTATIVE W ANTI 
full dimension sketches and ideas | Southern California Assigr 
Imperative to have full knowledge| wanted representing trade 
of mechanical manufacturing Iimita- | mass magazine, agency, Sel 
tions in wood, cardboard, et« Good |interviews, research, feature 
pay ind fine opportunity Display |ineg Part-time or free-lance 
57 East Erie Street,| Les L. Finkle, 1201% South ¢ 


Corporation, ’ 
Milwaukee 2, Wisconsin 


Los Angeles, 35, Calif 
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aren Upsets 
PA Plan to Use 
5) \ Food Grades 


~ vi ‘ton, Aug. 9.—The ghost 
arly grade labeling trou- 
is 5 eturned to haunt Price 
ng , itor Chester Bowles, for 

uund today that Con- 


se y-erected anti-grade la- 
ng Bing enses forbid the use of | 
St, io tem of food pricing that | 
1 | adopted for the 1944 | 
it an vegetable pack. 
Under the Price Control Act as | 
juring the grade labeling | 
t 1 year, OPA is forbidden 
m ing ceiling in terms of 
cifi yns that are not already 
‘seneral use,” a provision de- 
ed rule out Department of 
icu e standards which had) 
inced as a basis for grade 


After a year’s experiment with 

industry’s own standards, Mr. 
lecided last month that, 
ent would be simplified 
the Department of Agriculture 
ere established as a point | 
nee in grading foods. 


ades 
refe 
Termed Standards Fair 


In a detailed statement last 
of nth OPA went to great lengths 
ng prove that the Department of | 
HD riculture grades are based on | 
I mmercial usage, and are there- | 
Di e a fair starting point for the 
_ forcement of prices officially 
ane} to “established commercial 
ricnge ies, 
In view of the Congressional 
m on use of any but established 
 Eides, however, OPA insisted that 
USDA grades were merely | 
ima facie evidence of compli- | 
smer ce, and that any packer who 
ounts. Bled to meet government stand- | 
ul not Hic would retain the right to} 
ve that his products measured | 
e an to general industry standards. 
The decision was in the form of | 
ympromise, but it was strongly 
tested by packers, who insisted, 


} 
| 
| 


they did during the grade! 
beling struggle, that there is no 


ationship between government | 
ndards and commercial prac- | 


TERIAL 
ng man. MPA, on the other hand, claimed 
gees t the government grades were | 
ageny, MUally “written specifications of 
s sellin. Mmmercial grades” and that they 
sane, (present “the culmination of long | 
mbitiow, Mprt by the Department of Agri- | 
abil’ Hiture to reduce to writing the | 
uate, 2 MMents of the general under- 
» Aw @eding of those grades.” 
ER Warren Upsets Plan 
quarrel was referred to 
rience Himptroller General Lindsay 
“oa even for am interpretation, to | 
Ss al ermine whether Congress had | 
ry al awed any use of the USDA 
pa les, Mr. Warren, who is a 
GE. ggmel Congressman, won. this} 
gnition from the unique) 
ling of the law, which pro-| 


I ex Ps ft 


it no funds shall be paid 


: ACKSON 
SSISSIPP! 


JACKSON BUSINESS 
UP 57% 


( ‘: » Federal Reserve System 
reveal that department 
‘tore sales in Jackson, Miss., 
ed 57 per cent from 
to 1944. These figures 
an accurate index to 
cusir ss trends in Mississippi's | 
‘go st and fastest growing 


ro e 


A remember, WSLI offers 
(ou Hective coverage of this 
30 million dollar ‘Double- 
market — at less cost. 


E NETWORK 


Re 


IL 


to.any OPA official fixing prices 
based on the Congressionally-dis- 
approved standards. 

As the comptroller, Mr. Warren 
held that Congress intended that 
no funds be paid to anyone doing 
anything with USDA grades at 
OPA, thus completely upsetting 
the pricing plan, already applied 
to canned asparagus, spinach, and 
red sour pitted cherries. 


Upset by the ruling, Mr. Bowles | 


directed that pricing be based only 

on commercial grades with no ref- 

erence or use of U. S. grades. 
“Our enforcement job will be 


harder,” Mr. Bowles complained, 
| “‘but we propose to use our utmost 
|efforts to secure compliance in this 
| difficult field. The prevention of 
hidden price increases through up- 
grading is more difficult. The can- 


ning industry has a heavy respon- | 


| sibility to see to it that up-grading 
does not take place.” 


McCarthy Directs Sales 

| S. J. McCarthy, formerly sales 
|manager of the heating division of 
| Norge, has joined New Castle 
| Products, New Castle, Ind., 
| general sales manager. 


as 


'McCargar to ‘SEP’ 

| Harold M. McCargar, formerly 
| with the May Foundation, sub- 
|sidiary of George S. May Com- 
| pany, Chicago, has joined the re- 
search department of Curtis Pub- 
lishing Company, Philadelphia, to 


|take charge of research for The 
| Saturday Evening Post. 
Col. Duffy Named 
| Col. Francis K. Duffy, com- 


| manding officer of the New York 
| quartermaster office since 1941, has 
been appointed manager of the 


53 
industrial bureau of the Com- 
merce and Industry Association of 
New York. Col. Duffy was for 


19 years district manager of A. B. 
Dick Company, Chicago. 


(Sin 


MPSON-REILLY, LTD. 
Publishers Representatives 
SINCE 1928 


SAN FRANCISCO LOS ANGELES 
RUSS BLDG. GARFIELD BLDG, 
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Joins Young & Rubicam 


Doreen Dunlop, formerly ch Fuel Controls 


Cockfield, Brown & Co., has joined 
the radio department of Young & | o 

Group Joins OWI 
. s e 
Winterize Drive 


Rubicam, Toronto. 
é Milwaukee, Aug. 9.—Organized 
When business papers and general | primarily to assist the government 
magazines come into your orgoniza-|in the national “Prepare for 
tion don't cut them up. Route them to! Winter Now” program, the Fuel 


DONT MUTUATE 


YOUR MAGAZ/NES 


all departments and then use our| Conservation Council for War is| 


service to handle your clipping work. coordinating the promotional ac- 
Booklet No. 20, “How Business Uses tivity of the temperature controls 
Clippings” tells how we do it. |industry, one of the several groups 
| helping the OWI with paid adver- 
|tising this summer to convince 
homeowners to make their winter 
| heating plans. 
Malcolm Lund, 


BACON’S CLIPPING BUREAU 


USINESS FARM GENERAL 
PAPERS * PAPERS * MAGAZINES 


221 N. LASALLE ST., CHICAGO 1, LL. 


When You 
Think of 


NEW ORLEANS 


.. . You Think of 


PAN AMERICAN CLIPPER 


FLYING IN FROM LATIN AMERICA 


WWL Aadvt. 
Feb. 1, 1941 


The Greatest Selling Power f ad 3 
In The South's Greatest City : 2 ANS 


New Orleans 


50,000 WATTS 
CLEAR CHANNEL 


WWL—LAND 


WWL Dominates the NEW Deep South— 
Headed for PERMANENT Prosperity 


CBS AFFILIATE—REPRESENTED NATIONALLY BY THE KATZ AGENCY, INC. 


formerly _ in| 
‘charge of conservation and fuel | 


| Perfex Corporation, Milwaukee, 
|has increased promotion for the 


campaigns for WPB and OPA, is 
|}handling the promotional cam- 
paign for the council, which now 
|includes 26 manufacturers of heat- 
|ing controls and instruments. 

| These controls manufacturers 
|are devoting current advertising | 
|copy almost exclusively to fuel 
conservation, both from the con- 
sumer angle and from the point 
of view of the plumbing-heating, 
fuel and hardware trades. All con- 
trols promotion of the campaign 
is identified with the uniform in- 
signia “Fuel Saving Starts with 
Control,” the council contending 
that heat conservation through 
various forms of insulation and 
heat-sealing should be preceded 
by efficient fuel burning at the 
heat source, if top fuel efficiency 
is to be achieved. 


Posters for Trade 


The council is distributing large 
posters to the entire trade, and 
has prepared educational material 
|for dealers which will be released 
as mailings and through business 
papers. Highlight of this material 
is a 32-page manual, 75,000 copies 
of which have been released to 
building owners and _ operators, 
and which indicates the controls 
to be used with various types of 
heating systems to achieve great- 
est fuel savings. 


Perfex ‘‘combustion control” sys- 


| 


| radio 


| plugging the 


tem which two trade campaigns— 
one in heating and fuel papers 
product, and the 
other entirely supporting the gov- 
ernment program—in an effort to 
crystallize the interest of the 
plumbing and heating dealer in 
fuel conservation as his basic ac- 
tivity this fall. Display material, 
scripts, dealer pieces and 
selling portfolios are supplied 
dealers and primary equipment 
manufacturers, who in turn are 
featuring the Perfex system 
through their own national ad- 
vertising. 

Fuel-saving this winter is the 
theme of most of the promotion 
Minneapolis-Honeywell Regulator 
Company uses for the “electric 


|heard on the full 


janitor” home draft regulator. In 
| addition to local dealer advertising 
|'and sales helps, the company 
| stresses that theme on its “Blue 
| Jacket Choir” program from Great 
Lakes Naval Training Station, 
CBS network 


every Sunday morning. 
Stresses Conservation Theme | 
Penn Electric Switch Company, | 
Goshen, Ind., uses class magazines | 
and business papers to tell the| 
| public the importance of controls 


|in the fuel-saving picture. Featur- | 


i|ing the 


| through displays, 


|dealer programs, and local news- 


| Miller, Chicago, distributes book- 


| fuel. 


“draftender” regulator | 
system, Penn centers its trade pro- 
|'motion on the conservation theme 
newspaper ads 
and other dealer helps. | 

This month, Automatic Products | 
Company, Milwaukee, is opening | 
a national drive for its draft regu- 
lator set, increasing its trade and 
McDonnell & 


paper advertising. 


lets to housewives outlining spe- 
cific steps involved in conserving 
Several large coal retail 


|groups such as Delaware, Lacka- 


wanna & Western Coal Company, 
New York, are featuring controls 
in local and national newspaper 
ads, radio and point-of-sale copy. | 


Push Installation Controls 


Pushing installation of controls | 
in larger buildings such as hotels, | 
apartment buildings, schools, etc., 
are the commercial controls group 
of the council. Devoting aug- 


|mented trade schedules to fuel- | 
| 


* POST-WAR 
1"), BUILDING 
will total 600 Millions 


Annually ARCHITECTURAL 
MEN will control 82% 


nition iia. 


Pencil Points 


The Magazine of Architecture 


SPONSOR THESE GOVERNMENT FUEL-SAVING 
ADVERTISEMENTS ‘ae your loval neagoapena 


Especietty Prepered by 0 WJ for Ptumbing- Heating end fuel Retuihers 


fevates comfer- better teat: “eee tees a 


Don't Wiait Und W's Toe Latelomr mm anc ona 


ie 
. f ¥ 
re ae 


ewege rts a Any 
ae 1G PRET! P f 
Sites ot é ‘ (onroes new 


ee 


TO DEALERS—Perfex Corp., Milwau- 
kee, throws its support behind the 
"Prepare for Winter Now’ program 
with trade copy such as this urging 
local plumbing-heating and fuel re- 
tailers to sponsor OWl-prepared ads. 


saving and holding meetings with 
dealers and consulting engineers 
are such companies as Marsh Tri- 
Tol Company, Chicago; Warren- 
Webster & Co., Camden; Hays 
Corporation, Michigan City, Ind.; 
C. A. Dunham Company, Chicago; 
Johnson Service Company, Mil- 
waukee, and Illinois Engineering 
Company, Decatur. 

While some council members 
cannot swing into controls pro- 
duction for the present due to con- 
flicting war production commit- 
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| tric Company, St. Louis. 
Manufacturing Compan, 


PACIFIC GAS & ELEC 
AIDS FUEL DRIVE 


San Francisco, 
Although the fuel situ 
not been as critical on t 
Coast as it has been e 
Pacific Gas & Electric 
has been backing up the 
servation program during 
August with extensive ac 
in the northern Califor 
tory served by the comp. 

Three specially slante; 
heating equipment and |} 
sulation have appeared in 
and weekly newspaper: 
PG&E territory. Full-size 
board ads, in color, were 
on 350 boards during Ju 
1,532 posters adorned se 
other company trucks. O 
play cards were distribut 
district offices, insulation ; 
ing dealers, and_=arra: 
made with banks to finan 
sales resulting from the c:; 

Copy urged _ househo! 
“conserve fuel this winter, 
sulate your home—insta 
pay later,” and to “repai 


Names Gerhart 
Frank Gerhart has be 
pointed 
Champion Paper & 
pany, Hamilton, O. 


Fibr« 


place your heating equipm: 


Cn ap 
advertising manager 
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batt 
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Cor 


ments, they are devoting promo- | 


tion, both national and trade, to 
the fuel-saving theme. 
members active in the program 
are Barber-Colman Company, 
Rockford, Ill.; Bell & Gossett Com- 
pany, Chicago; Cole - Sullivan, 
Minneapolis; Detroit Lubricator 
Company, Detroit; Gleason-Avery 
Company, Auburn, N. Y.; Herske- 
Timmis Company, New York; Hot- 
stream Heater Company, Cleve- 
land; Master Electric Company, 
Dayton; Powers Regulator Com- 
pany, Chicago; White-Rogers Elec- 


Other | 


unctio! 
lealers 


THE AD: 
FREE RENTAL SERVICE 
CHOICE 


TENANTS AVAILABLE 


You have in mind the kind of family 
you would prefer in your vacant 
house—we have on file over 2000 appli 
cants for houses and apartments furr 
ished and unfurnished Engineers 
draftsmen, foremen, executives, white 
collar workers and factory employes 
No obligation on your part. just call 
and tell us the type place you have 
for rent and the kind of tenant you 
would like We send the applicant 
to your home for approval. If they do 
not meet your requirements you may 
reject them 
WAR HOUSING CENTER 

Market at High Sts 

Weekdays, BL-91038 

Sunday, MI-3165 


‘AMAZING RESULTS’ 


Editor Beacon Journal 


Hats off to Beacon Journal! With 
aid of an advertisement, worded by )» 
staff. and your large circulation, the 
possible has been done With 2,200 ir 
viduals clamoring for housing and no 
lief in sight until after July 1, we w 
faced with the problem of getting indiy 
vals to list their housing accommodati 
with our office. We were told that | 
could not be done However, the apt 
in the paper brought amazing = rest 
Over 70 homes were listed in the ¢ 
three days We wish to thank the pul! 


for their kind response and we bow to 
power of the press.”’ 


THE WAR HOUSING CENTER STAI 


What's Akron doing about its Post-war Market? There »re 
big things in the making. We plan to keep you informec 
what's new in this great newspaper-result market. 


Represented by 


STORY, BROOKS & FI 


NEW YORK PHILADEL 
CHICAGO CLEVELA! 
LOS ANGELES ATLANTA 


Know the Beacon Journal Market, and then know how to reach | 
it. Up-to-the-minute understanding of what's taking place in 
this lively Ohio market . . . THAT'S THE JOB OF OUR ff | 
ADVERTISING STAFF. No homes for rent, but "know how’ 
did this job for War Housing Center: 
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Whit “Most dealers have heretofore had + * |of proposals on policies to be fol-| cordance with stipulations on the 
Pay ' haker Turns their contracts with distributors. | n ist |lowed and a checking list of op-| order.” 
] wae In making these changes, we shall | erating procedures. Community Several other large retail organ- 
ic be able to establish our —— _— —— Reger ee izations Be understood to have 
™ schedules and other features 0 | generally these closing schedules: taken similar stands, either di- 
9 ‘ irect Dealers our merchandising program on a fores If news is received during store | rectly or indirectly. 
a () b basis most favorable to the retailer 7 open ge tees ye close = 
ac and most conducive to the growth . promptly as possible; if receive 
bail and progress of his business.” before noon, close promptly and 
aa lor Postwar Setup The Studebaker decision, Mr. or aper aving reopen following day; if before THE KEY THAT 
ee Hoffman explained, was reached opening hours, remain closed that 


ntinued from Page 1) 

il to meet qualifications, 

ome “central dealers,” the 
announced. During the 

ir of resumed automobile 


only after intensive study over a 
two-year period. During that time 
sales officials carefully analyzed 
distribution plans of other compa- 
nies in the industry; discussed dis- 


New York, Aug. 10.—Chain and 
independent food stores through- 
out the country will pledge them- 
selves to WPB this month to con- 
serve paper, said Howard Coonley, 


day; if on Saturday night or Sun- 
day morning, open on Monday as 
usual; if late Saturday, remain 
closed on Monday. 

For news received after noon on 
an open day, policies are divided. 


OPENS THE DOOR 


to future sales in 


“Under the new plan the factory | to bring their own bags; place | 


our purpose is best evidenced by 


‘dal manufacture, they will be paid by ee ete potetnage = pean director of WPB’s conservation | Some will close at once and re-| the Petroleum In 
siete 2c anctions. (distributors and dealers, _ and | YF" yan 350,000 pledge cards| Main closed the next day. Others | dustry, world wid 
ste i, neamauanmanl in line with | Particularly, they considered the] . i be distributed by Periodical will close at once and reopen the | coverage. Fell your 
laye Tne as trend in the direction of effects of the change on our exist- Publishers National Committee next day. Proposed policies for | hie Six Chik ks aiid, 
Whig chtening distribution controls for |'"8 dealer organization. at WPB’s request, to individual | ight openings are varied. | seconde’. dane Netneiliaas 
“ a certain competitive battle of Response Favorable retailers and store managers for . waar sills 
~= a years, follows a series of ve .. « |signature and display. PEACE WON'T ALTER NOW 
hal jiscussions With members of the a png Arch Crawford of Curtis Pub-|SAKS-34TH ST. ORDERS Pe 
menptudebaker dealer organization |) oo. kai dich 2m | lishing Company is managing di-| New York, Aug. 9—All ship-|  ‘‘/"”" st 
ieale fhrou out the country. ee ee ee rector of PPNC; Arnold D. Fried-| ments against ematandinn orders | ei 
eal (News of other activities along “ — : oe aaa ..|Man, business manager of Chain | will be accepted and filled, despite | 
v4 ne motor front this week as major | NeW Pian. creates unusual OPpPpor=| store Age, chairman of the paper |a sudden end to the war or mar- | WORLD 
, f/eompanies and independents pre- tunities for former | distributors, conservation division of PPNC,| keting conditions, Saks-34th St. | PETROLEUM 
‘a bare for the postwar competitive or - Page ms sabe oo pd and Carl Dipman, editor of Pro- |New York department store, told | Under the Management of 
or Lattice, is reported on Page 57.) pang some Bi aa Mae restive at| gressive Grocer, chairman of the |its merchandise sources in a REX W. WADMAN (Sm 
an All Contacts Direct retail pot wg pe “*| grocery business paper group. letter, which added the provision Bern pecs are regi ig a ” 
‘ er “Every effort has been made to Kudner Supervises Plan | that shipments are made in ac- ? WEST 4 oF as lle 
M! eae pn go ee provide for the changeover of our! ‘The pledge, produced under the | 
con a. +. win Rete ty tte Besao stan the plan of distribution under condi- supervision of Arthur Kudner 
ager @o ee ortance of poser tions which would be completely |The in cooperation with the War a 
ie Cao tins as tes teat oF dealer |{2ir to Studebaker’s former dis-| 4qvertising Council, says that each nN Nn 
PUVILIES OF) EDS PETS Gl CUl CERISE |tributors,” Mr. Hoffman _ said.| tore manager will ur @ customers | a Sas 1 
ganization. “That we have been successful in | ; g g 4 


H ae + . . ates - “ 
vill take over all wholesaling | s Sra ae. “| purchases in customer’s own bag | 2 és 
HY unctions and all contracts WH | ee er a or container whenever possible; i 
'@ . P P . P | ex "ess "eCle y ree ~ ‘ a) arti 4 
P jealers will be direct,’’ he ani: | Grea = which the chanee ‘hee not to wrap or bag packaged arti- 
PATS ang “~| cles which can be safely carried 


| been handled.” 


grist 4, 
p™ Ross 


, Radio and Newspaper Publishers & 
pecial Advertising Representative 


unwrapped; use the smallest bag 
possible, and make every bag carry 
a full load; not to use a bag within 


Shortage? | ‘Names Goldman & Gross 


. ~ . | ¢ j0o >, 4 ‘Pe 7 2 c S > y 
| Stickley Bros. Ltd., Chicago, has}2 as except when absolutely 
|necessary; wrap for protection 


EVE NS Hl anointed Goldman & Gross, Chi- 

};cago, to handle advertising of | 
Stickley Grand Rapids occasional | 
|furniture. Color pages in national | 


|rather than appearance, and salv- | 
age all usable paper and paper- 
board. 
\ 
A\GAN 


1 5399 


Cabot St........ Portemouth, W. iH. 


-|magazines will be used. 
“| Gross is account executive. 


Harold 


) 


campaign were produced under 
the direction of Joseph Korninsky 
}and Curtis Publishing Company. 


| Presentation books outlining the | 


| 


|Cost of producing the pledge was | 


| borne by 


|General Mills. More than 50 gro- 


to cooperate in using the pledge. 
In addition, drug and_ variety 


Borden Company and/} 


|cery chain store organizations al- | 
ready have indicated their desire | 


|chains have announced that they | 


| will take part. 


Through the cooperation of Paul | 


'S. Willis, president of Grocery 
Manufacturers of America, about 4 
| 1,500 salesmen of Standard Brands, ‘ 
General Foods, General Mills, 
Procter & Gamble, H. J. Heinz 
The Manchester Union- tena A rae ee 
Sellen Leader performs the kind |store calls to sign up retailers in 
, | te? * of services advertisers | the program. 
sadagy | SE SESE ste erie a dream about— and seldom —- 
ple rwreetiy Stag Frtar Bassa yes eyo oiton et. Standard Brands, like S l 
| Deen me en ee ee ce get. en tores Plannin a 
OUR ORI hs aS SS Me epi many other national adver- saggy g a a 
how "et wae, Oe tisers, has found that space V-Day Policies, Ypaaanpe ylang 
a Nt tena in this ogg newspaper C eC WIN 
| Fee = supported by the resultful NRDGA Reports | 
A 7 * M ; | 
oi ns > a plus Services offered by our New York, Aug. 9.—‘Stores in 
Teen «. merchandising staff do a real a number of cities have already . 
: job of getting sales in the rich |made definite plans for V-Day, 
1 * wader Gata six county Prim- j}and in many more communities 
7 ithe action to be taken is now 
be ary one. under consideration,’ said the 
ti store management group of Na- GET “IN THE SWIM” in Kansas City b : WHB 
: aed ss) aa eee z ; I s City by using 
D1 oe ee eee ee ee ee ee —e eye wry t Goods port ...for RESULTS! Here's a station that’s pulling its head 
t | 1 aiaiiown t worry enaiee gry h A off, in mail-pull and in sales for sponsors. “Your Mutual 
; EXTRA MERCHANDISING SERVICES GET RESULTS, wild pain, Mae tote repe ‘that Ane — Friend” is Kansas City’s Dominant Daytime Station... 
; ; - ss Wt BTOKe \E lelivering the “most listeners per dollar” throughout the 
1| loose when word of the Armistice re sonnet of Missousl oad . Ronmrsed third ar aeene, 
1 Full-time staff for pre-war type A well-established and —— j|0f World War I was received.” \ For program or announcement availabilities 
1 merchandising service rd yew Se a ee teligdised j| Collective programs, the group ' ‘ - 
e are im pone = A Anca acon vag hoa ering important New Hampehire explained, already have been de- phone DON DAVIS 
on —_—_ Food and Drug trade. y veloped in Baltimore, Boston, Co- KANSAS CITY — Scarritt Building — HArrison 1161 
a ; !' lumbus, Detroit, Philadelphia, NEW YORK CITY—507 Fifth Avenue—VAnderbilt 6-2550 
{| Pittsburgh, St. Louis and other CHICAGO — 333 North Michigan Bivd. — CENtral 7980 
| Cond etieetinn 1 pute Enthusiastic cooperation of New 1 | cities. y HOLLYWOOD—5855 Hollywood Blvd.—HOllywood 6211 
treatment on all copy. en hes ae cee 1} The store management group KEY STATION for the KANSAS STATE NETWORK 
—_ | reduction, setell Getrtbution 1 has sent member stores an outline Kansas City * Wichita + Salina * Great Bend «+ Emporia 
| and mass displays. 1 Missouri Kansas Kansas Kansas Kansas 
' 
rY MONTHS: APRIL-MAY, 1944—-KANSAS CITY 
: a ee ee WANTED 
EL A 0 een Ff TOTAL COINCIDENTAL CALLS — THIS PERIOD 13,954 
. 0 wie established imaaulactivian ead 
RRET IVA . e woos Statidn Station Station Station WHB Station 
MG AO sy } ANCHESTER , MONDAY A B C D E 
iad | 00 BU 
— / 4 a n Cs 
EA sales THRU FR 1 8.0 | 9.9 | 26.7 | 15.6 | 32.5 | 6.4 ™‘ 
ete. pair. — e . - . aes 
WINION -JKEADER ae Station Station Station Station WHB Station 
A F 
ter MONDAY A B Cc D E ae 
= co eOvernsing ace, | | ramim L143 | 5.8 | 17.1 | 30.7 | 25.5 | 5.4 | 
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Agaressive Drive — 


Pushes New ‘Good 
Luck’ Margarine 


(Continued from Page 1) 
M. Elliott, president of the Jelke 
company, reported that the tests 
demonstrated that the new prod- 
uct is capable of winning a high 
degree of preference among both 
housewives and home economists. 
He emphasized particularly the 
importance of taste and flavor in 
winning the approval of the host | 
of new buyers who are now using | 
margarine as the result of wartime! 


rationing of butter. prepared by a well-known home 
The newspaper campaign will | economist. 
run in 82 newspapers in 67 cities,| The same dishes will be featured 
and consists of 11,000 lines, ap-|in both the publication copy and 
pearing mostly in 1,000-line units.;on outdoor panels, 
Full-color rotogravure will be the|serving the purpose of a tie-up 
backbone of the campaign, accord- | between the customer’s home and 
ing to J. E. Coombes, advertising |the point of saie. Twenty-four 
manager, although both monotone | sheets will continue to be used in 


the posters | 


gravure and black-and-white will | 
be used in some markets. 


Two Uses Emphasized 


Copy will emphasize both the 
“visible” and “invisible” uses of 
margarine, including table use and 
as an ingredient in the preparation | 
of foods. Both uses will be shown 
in each advertisement. Illustra- 
tions of appetizing dishes served 
with margarine will be accompa- 
nied by boxed recipes, calling for 
the use of Good Luck margarine, 


Published Bi-monthly since 1936 


CHURCH PROPERTY ADMINISTRATION 


to the Design, Construction, Maintenance and Furnishing of 
Catholic churches, schools and institutional buildings. 


at Milwaukee, Wis. Devoted 


the 200 cities and towns which 
have carried the 1943-1944 cam- 
paign, while the newspaper sched- 
ule now being set up will provide 
additional circulation of 15,000,000. 
The advertising program 
most intensive in the 50-year his- 
tory of the Jelke company, and 
represents one of the _ largest 


efforts recorded for any margarine | 


producer. 

Jelke advertising is 
and placed by the Chicago office 
of Young & Rubicam. 


Brewer Names Two 


Alan B. Hoag and Tim P. Hut- 
fles have been appointed assistant 
sales managers of Minneapolis 
Brewing Company, Minneapolis. 
They will replace Tom Hastings, 


who has resigned after 11 years | 


with the company. 


“He says to stick in 29,000 Pins... 


He’s advertising 


Daisy’s a “pin-up” girl . . . and a good 


one. But, she doesn’t always 


straight . . . like the time the Boss told 
her about the 29,000 retail outlets in the 


great Hardware Market. 


She might need 29,000 pins, at that! Not 
because Hardware A ge reaches 29,000 retail 
outlets... it doesn’t. But it does reach nearly 
plus the Wholesalers who 
sell 95% of this huge retail hardware market. 


15,000 of them, 


No other class of retail distribution, giv- 
ing similar service to homes, farms and in- 
dustry, offers a comparable wholesale-retail 


team across the country. Yet 


broad retail group are Major Hardware 
Dealers that in number, credit standing, 


size and type of retail store . . 


one of the largest and strongest retail outlet 
systems in the entire field of distribution. 
9,000 progressive merchants doing 72% of 
the retail hardware business provide nation- 
wide points of sale for 60,000 products 


used in the home, on the farm, 


. . . with sales backed by local good will 
and exceptionally high standing in each 


community. 


Most of these 9,000 Major Hardware 
Dealers are among the retail merchants 
and their personnel who buy and read 


Hardware Age regularly. 
x *K * 


get things 


within this 


. offer you 


in industry 


Let us tell you more about “The Hardware Market and 


How to Sell It.” Your request on your 


letterhead will 


bring a copy of this authoritative book—free. & 


pays. 


“We Hardware Dealers pay 
to read Hardware A ge.” 
Maybe that’s why advertis- 


ing in Hardware Age 


ail 


A Chilton © Publication 


in Hardware Age” 


AGE 


Wain Entrance to the Great Hardware Market 


100 East 42d Street, New York 17, N. Y. 


@ Charter Member @® 


| 
| 
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Ad Support of 
War Loan Drives 
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periodicals, as compared 1,599 
advertisements donated in  .’4y, 
War Loan by 1,212 public: ‘ 


Covers Also Donated 
General magazines donat: 


prepared | “Our national goal of $16,000,000,- |azines carrying 528 ads in the 4th 


HARDWARE 


Dac 

in the amount of $217,682.5: ma 

a ness publications $199,080 ana 

farm magazines $161,000 the 

I ) ecor Ga 5th War Loan. This donat whe 

made despite increased pap. pey. 

(Continued from Page 1) ocations and the additional » ft o 

‘tor of the War Finance Division, pee eos | cc Rig aga. 

. | ens _ F A pete of 170.. 
is’ the | Spares no praise in proclaiming 000,000. 10 


the role of the advertising indus- 
try and advertisers in making the 
| campaign a success. 

“Never before in history has so 
/much of a product been sold in 
so short a time,’ he points out. 


In the general magazine e«jq . 
record-breaking high of 398 pyp- 
lications with a circulat of 
| 106,084,824 carried 530 5t) Way 
|Loan ads compared with 328 mag. 


| 000 was oversubscribed by over | A total of 1,106 pages of war bond 


| $4,000,000,000. Our record $6,000,- | COPY Fan in 805 business publica. 
000,000 quota for individuals also | UO; a medium which contributed 
was exceeded, for individuals | 914 —— in 752 publications iy 
| bought $6,351,000,000 in bonds and| the earlier drive. = 

‘the important E bond quota of| 4m all-time high in farm publi. 


cs dail _|ecations was reported with 15) 
bee eee was passed by $36, cublieetiona éarrviae 206 nds. o 


addition industrial Periodicals 
Lane Thanks Admen scheduled 350 5th War Loan ads 
' |162 ads appeared in retail publi- 
Official thanks for the support} cations and 504 ran in professional 
came from Thomas H. Lane, who | journals. > 


as director of |" Outdoor figures were still in. 
press, radio and re 


| 

| 

| 

alo complete but available turns 

| advertising showed 16,380 locally sponsored 

| heads up Treas- 5th War Loan 24-sheet posters: 

| ury promotions. 11,291 Treasury 24-sheet displays 

on contributed panels; 3,473 units 

contributed by national advertis. 

ers and an additional 6,000 units 

by local advertisers. Reports on 
other media were not available, 

the taxpayer’s 


money goes | Sixth World Series 
| to te Rage ae- Signed by Gillette 


| vertising pro- 
'gram for time Thomas H. Lane |. Gillette Safety Razor Company, 
|and space. | Boston, for the sixth consecutive 
| “All this radio time and every | year will sponsor the World Serie; 
| line of the advertising space is| baseball games On Mutual, the 
made possible by patriotic busi-| contract having been signed last 
nesses and individuals, and by the | week by Miller McClintock, presi- 
‘advertising agencies and media|dent of MBS, J. P. Spang Jr, 
men of America,” he noted. | president of Gillette, and Judge 
Reflecting the newsprint situa- | Kenesaw M. Landis, baseball com- 
tion, the size of ads continued a | missioner. 
|downward trend evident in the 4th| Starting date of the games will 
| War Loan, yet the number of in-| be settled in September, as will 
'sertions increased so sharply that | announcers assigned for the play- 
|Treasury showed a dramatic lin- | by-play broadcasts. A total of 25 
| age gain. | Mutual stations in the United 
Using figures gathered by Ad-/| States and Canada will carry the 
| vertising Checking Bureau, Treas- | Series, and games will be broad- 
ury reported that daily mews-|cast commercially in Spanish } 
|papers had 106,968 separate in- | Cuba and South America. Mutu 
'sertions totaling 66,505,805 lines | also plans to shortwave the broad- 
'during the 5th War Loan, com-| casts overseas for the armed force: 
pared with 89,048 ads covering | Agency is Maxon, Inc., New York 


58,443,134 lines in the 4th. —_—_—_—_—_— 
Weeklies Make Big Gain Expands ‘45 Schedule 
| Rudolph Wurlitzer Company, 


| Chicago, which used Better Homes 
|& Gardens and Look on its 194 
schedule, has decided to expand 
its national magazine list for 1945. 


Expressing the 
|Treasury’s 
| “deep apprecia- 
| tion,” he noted 
that “not «a 
| single penny of 


| Most spectacular increase, how- 
|ever, took place among weekly 
/newspapers which only a few 
months ago had asked Congress 
ito provide paid government war | = % . aa 
|bond advertising. With ane ts te ee ee, ae 
90% of the total ads paid for by|*—.. ake, asta oe 
: har : cording to Walter Schwimmer, at 
sponsors, weeklies had 96,046 5th | - cee wetse> ea 
: : count executive at Schwimmer & 
| War Loan ads, compared with Scott, Chicago agency which } 
| 70,830 for the 4th, a 35% increase. | ;, a fNre.dkot <deer 
In li - handled Wurlitzer’s advertisin 
n lines the weekly 5th War Loan for the past seven years 
figure topped 88,625,600, over- P u a 
shadowing the 61,748,242 figure of 


ithe 4th. 


Treasury discounted the appar- 

ent drop in radio participation, ADVERTISERS WHO USE 
pointing out that the $11,000,000 Premiums ane 
5th War Loan figure was based on 3 

a new system of calculations re- | ADVERTISING SPECIALTIES can ww a 
cently completed by a special War | the lure of entertainment to sell their prc 
Advertising Council committee. In| A 24 page 6 x 9 song book, containing ‘ve 
releasing the figure, Mr. Lane plete words and music of twenty Humorou S$ 


4 ri mental and Patriot i labl 
noted that NAB, which compiles | gmat as 1000 sates ar ae Gar ae 


radio estimates for war bond cam- | printed on the entire back cover. 

algons slievec < 
paigns, belie\ es that had the Old | | ate butane: 06 etd, win < 
basis been maintained, radio would | subjects makes it appeal to both men ani 
have passed the 4th War Loan | Good enough to offer as a gift; cheap « 
$12 800.000 mark | give away as reminder advertising. A | 


request brings free sample and further de‘ 
The report shows that 1,866 Longacre Music Co., Room 17, 211 Seven 
advertisements were 


contributed | New York Ii, N. Y. 
during the 5th War Loan by 1,355 


For Best Results Advertise in— 


“‘CONCENTRATED”’ 
NEGRO MARKETS 


Concentrate your advertising expenditures in the Chicago 
Defender Newspapers, covering the three largest Negre 
markets in the Middle West. 

CHICAGO—THE CHICAGO DEFENDER 

DETROIT—THE MICHIGAN CHRONICLE 

LOUISVILLE—THE LOUISVILLE DEFENDER 


Sold separately or in combination 
Write for information: 
GEORGE T. HOPEWELL, Exclusive Representatives 
NEW YORK OFFICE: 10! Park Ave. CHICAGO OFFICE: 75 E. Wacker Drive 
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ar Makers Get 


Ready for Huge 
Postwar Battle 


G-aham-Paige Plans 
Now Car; Mergers 
Still Are Rumored 


Det 


nus 
hrou 


la 


merc! 
xpec 
10US 


An! 
plectit 


nitial 


. Aug. 10.—Momentous 
in the fields of manage- 
oduction and sales coming 
this week have the entire 
ile industry in a state of 
{1 expectancy reminiscent 
war days of company 
and record-breaking pro- 


d the gyrations of motor 
on the New York Stock 


xchange, and the flood of rumors 


r released, is a state of flux 
.out the industry, which 
its immediate objective 
preparations for postwar 
indising programs that are 
ted to double the best pre- 
ales records. 
1ouncement yesterday of the 
yn of Joseph W. Frazer, for- 


xer Willys-Overland president, as 
hard chairman of Graham-Paige 


foto! 


s Corporation was one indi- 


ition of the moves being made by 
aller independents to gain an 


ncre< 


nt 
RU LO 


h 
The 
tet) 
uct 


he w 


he (¢ 


ised share of the postwar 
market. 

New Car Planned 
» company contemplates pro- 
yn of a new automobile after 


ar, which probably will bear | 


yraham-Paige name. Other 


UNUSUAL SALES @. 
OPPORTUNITY “es. 


is offered you in the expand- 1 OUT OF 


ing $1 


ket. Sales potential is up, 
costs ore down. We can help 
you get your share econom- 


ically, 


doy for Free Facts. 


DAVID J. SULLIVAN 


NEGRO MARKET ORGANIZATION 
MARKETING @ AUVERTISING « RESEARCH 
545 Fifth Avenue, New York 17, N. Y. 


EVERY 10 
AMERICANS 
1S A NEGRO 


0 billion Negro Mar- 


efficiently. Write to- 


products, including agricultural 
implements, are being considered. 
Mr. Frazer, who resigned as 
Willys-Overland head last year, 
revealed that he and a group of 
New York associates had acquired 
a substantial part of the stock 
holdings of Joseph B. Graham and 
the Graham family. 

Recent resignations of four of 
the five Fisher brothers from 
active participation in General 
Motors are regarded as a step 
toward concentration of their busi- 
ness activities in a broader field, 
with postwar operations under the 
aegis of Fisher & Co., investment 
holding company of the Fisher 
family. Operations will center in 
the automotive and related indus- 
tries. 

Among the majors, General 
Motors, Ford and Chrysler have 
made plain their intentions to go 
after increased shares of postwar 
sales. 


Builds Sales Staff 


General Motors is strengthening 
its sales organization, and is re- 
ported ready to spend $500,000,000 
in getting its peacetime assembly 
lines going at full tilt. Ford re- 
vealed that the company proposes 
| to acquire the enormous DPC- 
}owned Willow Run bomber plant 
|for production of aircraft and 
|agricultural implements. 
| Chrysler, giving considerable 
| attention to full postwar utiliza- 
| tion of its expanded plant capacity, 
|has been building up its sales or- 
| ganization. 

Packard, among the indepen- 
| dents admittedly in the most diffi- 
|cult position for quick reconver- 
|sion because of its intensive war 
program, has with government 
approval acquired 1,146,000 square 
feet of space which will be fitted 
out for postwar car production as 
|} soon as equipment can be obtained. 
|Half this space is in the Detroit 
}and Toledo area. Another 500,000 
| square feet is available in a DPC- 
|owned plant location which Presi- 
dent George Christopher refuses to 
reveal. 

Packard has set its sights for 
200,000 cars annually 18 months 
after Germany collapses. 

At South Bend, Studebaker dis- 
closed that it is abandoning dis- 
tributorships in favor of direct 
factory wholesaling to dealers, 
becoming effective a year after the 
European war ends. (Details on 
Page 1.) 
' Hudson 
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Worcester’s largest buyers of radio time, among 
them department stores, wholesale bakeries with 
distribution over the entire market area, a chain 
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super markets, five Savings Banks — all select 


AG — using 52 week programs — one of them 
ts fourteenth consecutive year. They know from 


ater audience, because they can quickly meas- 


the response to offerings of 
ices. Worcester merchants set 


merchandise and 
an example easy 


ollow: when you buy time, buy an audience — 


WTAG audience. 
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AN EYE TO CHARM—Bullock's, Los Angeles department store, is using outdoor 
advertising for Leigh's Heartbeat perfume, emphasizing the eye motif, in a 
double-action campaign for both store and product. 


57 


| Natl. Dairy Sets Sales 
| Record This. Year 

Sales of National ‘Dairy Prod- 
ucts Corporation from January 
| through June of this year reached 
}a new high of $291,079,094 ‘from 
the previous peak volume of $288,- 
299,546 for the same period last 
year, according to the company’s 
recent semi-annual statement. 
Sales to civilians, the armed serv- 
ices and lend lease are running 
ahead of the 1943 volume, it re- 
ported. 
| After deduction of taxes and op- 
|erating costs, both larger than last 


representatives have been in the 
field for several months strength- 


of the country. 
quently is linked with rumors of 
mergers among the independents, 
but the present group in control 
of company policies has indicated 
definitely that it will not be a} 
party to any consolidation. 

The company, regarded as one 
of the most completely integrated 
automotive concerns in the field, 
has plenty of available plant ca- 
| pacity and an enlarged sales staff. 
| George H. Pratt, Hudson’s general 
sales manager, at a recent dealer- 
|distributor meeting said the com- | 
| pany is ready to swing into peace- | 
|time activity with a minimum of | 
|delay. Its new cars will be 1942) 
models with improvements, he 
| said, and an aggressive advertising 
'and merchandising program will 
back up its long-range plans. 

Whether there will be any pro- 
;}duction revivals of old names in 
| the industry is problematical now, 
|observers say. Hupp, for exam- 
| ple, with excellent plant facilities, 
|is doing an extensive business of 
|manufacturing war materials, 
Crosley, it is said, definitely will 
|/resume small car manufacturing. 
| This week’s Graham-Paige an- 
/nouncement was followed by a 
statement that Atlas Corporation, 
New York investment holding 
firm, had no plans to invest in 
| the Graham - Paige enterprise. 
However, Oswald L. Johnston, 
New York attorney and a director | 
of Atlas, was elected to the Gra- 
ham-Paige board. 


DU PONT LEAVES G-M; 


ECHOLS APPOINTED 

New York, Aug. 8.—Board of 
directors of General Motors Cor- | 
poration has accepted the resigna- | 
ition as a director of Pierre S.| 
|duPont, after 27 years’ service, 
and has elected in his place Angus 
B. Echols, chairman of the finance 
committee of E. I. duPont de 
Nemours & Co., Wilmington. 
| In making the announcement | 
|yesterday, Alfred P. Sloan Jr., | 
|chairman of General Motors, said: 
|“The board of directors and the 
|'executives of General Motors sin- 
icerely regret the termination of 
the active services of Pierre S.| 
duPont, who has rendered 
invaluable assistance not only as 
a director and a member of im- 
portant committees of the cor- 
poration but as chairman of the 
board from Aug. 23, 1917, to Feb. 
7, 1929, and also as president of 
General Motors from Nov. 30, 
1920, to May 10, 1923. However, 
the board felt that it should accede 
to the wishes of Mr. duPont that} 
his membership on the board of 
directors of General Motors should | 
|be made the responsibility of a 
| younger member of the duPont} 
organization . 

Mr. Echols also was elected a 
|member of the audit committee in 
|place of Henry B. duPont, who 
|was elected a member of the) 
bonus and salary committee in 
| place of Walter S. Carpenter Jr. 
| Elected a member of _ the 
|G-M board and a member of the 


AGENCY! ADVERTISER! 
RECONVERTER! WHY NOT 


DRAFT ME? 
FROM THE U. S. NAVY 


AVAILABLE OCTOBER 1 


Lieut. Cmdr. teaching gunnery 2'/2 years 
to six classes Ensigns—Attended Annapo- 
lis—Former account executive on national 
accts. million and less. Records made on 
food promotion and market planning 
Over 40 years age Conditioned to 
change pace and master new subjects 
with speed—dash—accuracy. Write copy, 
make roughs, market researcher, radio 
forceful, tactful 


Box 4990—Advertising Age, 
Ohio St., Chicago 11, Ill 
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war administration committee was 
Thomas P. Archer, recently 
ening the dealer setup in all parts| pointed general manager of the 
This firm fre-|Fisher Body division of the com- 
Armstrong Ss 
named to succeed Mr. Archer in Coty Explains Shortage 
charge of the manufacturing staff 
and will continue as chairman of | uled 


pa 


ny. W. F. 


| year, 1944 profit was $6,485,474, 
|or $1.03 a share, compared with 


aP~ | $6,017,455, or 96 cents per share, 


| last year, 


Coty, Inc., New York, has sched- 
103 newspapers throughout 


the war contract termination com- the country for a one-time 728- 
mittee. 


Directs Circulation 


appointed circulation manager of|from France. 
Beer Distributor, Chicago. 


ficult to find Coty Eau de Toilette” 
and explaining that manufacture 
| will be resumed as soon as neces- 


fee ad captioned “Why it is dif- 


Nelda Lee Brundage has been | sary ingredients can be imported 


'Tarcher & Co. 


Agency is J. D. 


B 34) 


RIDDER-JOHNS, INC. 


Notional Representatives 


NEW YORK CHICAG 
Mads Ave Wrigley Bidg 
PA 
c 8 
Newspog ;s G / 

/ r Li a 


the 
Minnesota 


Building 
in St. Paul 


@ Modern office 
building completed 
in 1930 at cost of 
$975,000. 
@ Thirteen 
high. 
@Over 800 occu- 
pants. 
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MACHINE TOOL INDUSTRY 


Tools, Dies, Jigs, Gauges, Fixtures, and 
Experimental Stampings are 
‘MADE IN DAYTON, OHIO, U.S.A.” 


in 65 Plants 


Reconversion from war production to peacetime mass 


production of new civilian goods in all branches of 


industry, all over the world, will create a tremendous 


demand for new machine tools—will keep Dayton’s 


65 tool plants humming for years to come. 


POSTWAR DAYTON WITH ITS 456 INDUSTRIAL PLANTS 
WILL BE BIGGER AND BUSIER THAN PREWAR DAYTON 


f THE 


JOURNAL-HERALD 


Vaylous Largest Daily Circulalion 


’ 


Nationally Represented by The Geo. A. McDevitt Co. 
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9:30 


“MAGIC KITCHEN'S 
RATING IS 
TOPS! 


WMT 11.0* 


Station A 


Station B 


* 


of June 12, 1944 


BASIC COLUMBIA NETWORK 
CEDAR RAPIDS 


5000 Watts Day and Wight - 


now AVAILABLE TO SOME LUCKY SPONSOR 
99 


WITH A PROGRAM RATING OF 


Cedar Rapids Radio Audience rep 


aW:NET 


* 


LIBBIE VAUGHAN'S 


“MAGIC KITCHEN” 


Three quarter-hours weekly. 
to 
Monday, 
Friday — Weekly rate 
(52 weeks) 


Only 


The "Magic Kitchen" has been a WMT | 
feature for over nine years. 
the first time, 
one individual sponsor. 
belongs to its listeners and is built 
around letters from them which Libbie 
Vaughan reads and answers on the air. 
Listeners addressed 42,626 pieces of 
mail to Magic Kitchen in 1943 alone 
which explains why its 11.0 program 
rating 
Wire or phone today for details. 


9:45 AM 
Wednesday 


every 
and 


132" 


Now, for 


This program 


so far outstrips competition. 


ort by Robert S. Conlan and Associates—week 


A COWLES STATION 
WATERLOO 


epresented by the Katz Agency 
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Mrs. Erma Proetz, 
Gardner Official, 


Dies in St. Louis 
St. Louis, Aug. 8.—One of the 


nation’s leading women agency 
executives, Mrs. Erma Perham 
Proetz, execu- 


tive vice-presi- 
dent of the 
Gardner Ad- 
vertising Com- 
pany, St. Louis 
and New York, 
died at her 
home here yes- 
terday after a 
ten months’ ill- 
ness. She was 
53 years of age. 

Mrs. Proetz, 
three times 
winner, in 1924, 1925 and 1927, of 
the Harvard Advertising Award 
for the advertising of the Pet Milk 
Company, was designated by For- 
tune as one of “sixteen of Amer- 
ica’s most representative business 
women occupying executive chairs 
in the industrial field largely occu- 
pied by women,” and the magazine 
described her as “one of the best 
feminine advertising counsel in the 
country.” Her first Harvard award 
was made a year after she joined 
the Gardner company, on Aug. 
1, 1923. 

In 1936 she was elected regional 
director of the St. Louis branch 
of the Fashion Group, an interna- 
tional organization of style crea- 
tors. She was a member of the 
Woman’s Advisory Group of the 
National Advertising Council. 

In August, 1943, Mrs. Proetz 
was presented with a gold emblem 
signifying 20 years’ service with 
the Gardner agency. 

Mrs. 
man of the Nutrition Council of 
Metropolitan St. Louis; former 
director and vice-president of the 
Advertising Federation of Amer- 
ica; former president of the Wo- 
men’s Advertising Club of St. 
Louis; and a member of the War 
Advertising Council. 

During her illness, 
maintained close touch 
office, 
and clients at her home. 


Mrs. Erma Proetz 


Mrs. Proetz 
with her 


EUGENE F. ROUSE 


Pasadena, Cal., 


Eugene F. Rouse, 47, 
dent of the Mutual Building &| 
Loan Association, who died Aug. 
4 following a heart attack. 


Eugene F. Rouse & Co. 
here in 1926. 


LOUIS GILMAN 


San Francisco, Aug. 8.—Louis 
Gilman, 58, founder and head of 
Gilman, Nicoll & Ruthman, news- 
paper representative, New York, 
and one-time advertising manager 
of the Philadelphia Ledger, died 
in Stanford University hospital 
Aug. 4 after an illness of three 
weeks. Mr. Gilman was on a 
business trip to the West Coast 
when taken ill. 


G. W. WRIGLEY 


Toronto, Ont., Aug. 8.—G. Wes- 
ton Wrigley, 


at his home here. 
ishing his own publishing 
pany in 1919, he was 
manager of H. Gagnier Ltd., 
|served with MacLean Publishing 
Company. 


com- 


SYDNEY R. CLARKE 


it is to be etelichhs to 


Rochester, N. Y., Aug. 8.—Serv- 
ices were held here last week for 
Sydney R. Clarke, 74, founder of 
the Clarke Travel Bureau in Paris 
and former secretary of the Ad- 
vertising Club of New York. He 
died July 29. 


EDGAR J. WOODWARD 


Downingtown, Pa., Aug. 
Edgar J. Woodward, former cir- 
culation manager and ant 
business manager of the Philadel- 
pDhia Record for 36 years, died 
here Aug. 6. Mr. Woodward re- 

ed from the Record in 1942, and 
was named by the Philadelphia 
Evening Bulletin to serve with the 
WPB printing and_ publishing 


8. 


‘ + 
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Proetz was former chair- | 


counseling with associates | 


Aug. 8.—Serv- | 
ices were held here last week sie || 
vice-presi- | | 


For | 
many years he was in the adver- | 
tising business under the name of | 
He came 


69, founder of Wrig- | 
ley Publications Ltd., died Aug. 4 | 
Prior to estab- | 


general | 
and | 


division, from which position he 
resigned early this year. 


HILAND L. BAGGERLY 


Los Gatos, Cal., Aug. 8.—Hiland 
L. Baggerly, 73, publisher of the 
Los Gatos News, died Aug. 5 at 
his home here. A former sports 
writer, Mr. Baggerly was at one 
time president of the Pacific Coast 
Baseball League. 


JACK J. LARSEN 


Chicago, Aug. 8.—Sgt. Jack J. 
Larsen, formerly associated with 
the Chicago Paper Company, was 
reported killed June 20 in action 
over Germany, as a radio-gunner 
on a B-24. 


W. HOWARD O'BRIEN 


Bronxville, N. Y., Aug. 8.—W. 
Howard O’Brien, 69, a director of 
Ahrens Publishing Company, New 
York, and former vice-president 
of American Tobacco Company, 
died at his home Aug. 7. 


Dealers Asked 
to Vote on Aids 
in Norge Survey 


Detroit, Aug. 10.—The Norge 
division of Borg-Warner is con- 
ducting a survey among its dealers 
| to determine the kind of postwar 
sales helps they want, by means 
of a 12-page, 4x9” booklet in which 
C. H. MacMahon, Norge advertis- 
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boxes rated “Must Have. 
but Not a Must,” and : 
list the types of sales he}) 
able, including premium: ecir 
books, product demons: ;,"* 
displays, literature for pr. em ] 
personal sales solicitation 


1944 


0. K 
less 


V4 


Vall. 


training, store exterior sig, ,,;, 
dow and interior display o,f 
mats, radio scripts, radi ran’ ! 
scriptions, posters, suggest’. ¢,. Ime: 
outdoor painted boards, an vel. 
ties. Be: 
Space is provided for leran-8: 3 
ideas and further opini arc The 
solicited on preferences in «iq, 
advertising, car cards, ra and 
television. Closing pages ask deal 
ers what makes sales, wh: es. 
tions do prospects ask Most ofte; } 
about refrigerators, electric , iNges 
gas ranges, washers or ters 
and what was the feature th, 
clinched the sale. 
Agency for Norge is the | amp- 


bell-Ewald Company. 


Wright Names Sulzman 


Edmund C. Sulzman, former} 
chief field engineer, "has beer 
named manager of the sales @j. 
vision of Wright Aeronautic Cory 
poration, Paterson, N. J. Mr. Sul 
man has been with the co) npany 
since 1934. 


|ing manager, asks the dealer to 
j}cast his “vote now.” 
“It’s been you who used Norge B 
sales helps in the past, and it’s | ARCHITECTURAL — 
going to be you who will use them | ba Colga' 
|in the future,” he says. “By ex-| peon any, J 
perience and knowledge no one is| § nusual 
| better qualified than you to decide Pe Bes th 
what Norge should have in the ee oint y 
way of sales helps.” | Ths "ag 
Following pages, with opinion | & | Magexzine of Are # tte cong 
lue Ne 
ack to 
ntinul 
| ore br 
| e Bhe pr 
| ie SBS, sti 
| F30 p. 1 


59,517 letters from women, 


response to just two subjects — needlework and patterns — 


for Patterns and Needlework alore 


Worcester reads — and acts. The Telegram-Gazette drew 


rsion 
t the 
ntract 
ay 7 p. 


with a nominal sum enclosed in every letter to cover the 
cost. And these requests ran higher than in 1942, by a 


margin of 7,987. 


Blanket coverage of this responsive market is available 


with the Telegram-Gazette’s circulation. City Zone Popula- 


tion: 


Th TELEGRAM -GAZETTE|E 


WORCESTER, MASSACHUSETTS 


BLOCK and ASSOCIATES, NATIONAL REPRESENTATIVE 


235,125. City and Retail Trading Zones: 


during the year 1943, in ir 
p 
440,770. 
l iz 
GEORGE v3 BooTn Publishen- saldey 


OWNERS of RADIO STATION WTAG 
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1944 dver 
«Burns and Allen 
“Beret 4th Year 


fin Lever Show 


— York, Aug. 9. — George 
he nd Gracie Allen, spon- 
en) Lever Brothers, will 
“te: sir fourth consecutive year 
velo network when they are 

“BR. es CBS, Tuesday, Aug. 15, 
ler:fme-8 m., CWT. ; 

Bi: rhe y contract with the spon- 
doo ilbor. d last spring, is for five 
‘andfpears. Tne program this year will 
ioal.be titled “George Burns and Gracie 
‘ues Mam lle ogram,” with Bill Good- 
ofteragin as announcer, guest stars, and 
ngesmmelix Mills’ orchestra. 
ro Plans Five Shows 

na 


On the air constantly since 1925, 
Camp.{ristol-Myers Company this fall 


‘]| bid for top listener honors 
hen it sponsors five half-hour 
an etwork evening programs, three 


mn NBC and two on the Blue Net- 

: ork 
been’ The NBC programs will be the 
CS Grime to Smile” show, featuring 
‘Corf@adie Cantor, Wednesday, 9-9:30 
- Sul m., EWT, followed by “Mr. Dis- 
mMpany ict Attorney,” from  9:30-10 
_m., EWT, and “Duffy’s Tavern,” 
ridays, 8:30-9 p. m., EWT. The 
= jue Network programs will be 
PA. Alan Young show, currently 
we eing aired as a summer replace- 
rent for the Cantor program, 
an hich will be heard Tuesdays, 


30-9 p. m., EWT, followed by 
nother Blue show not yet an-| 
ta uunced on the same evening from 


-9:30 p. m., EWT. 
MEN Blondie on Two Nets 


That scarcities create buying 
and plenty slows it down is again 
demonstrated by confidential re- 
ports in the food field showing a 
considerable reduction in the 
spending of blue points, compared 
with a year ago. One report says 
housewives are currently spending 
about 15% fewer blue points than 
they were a year ago, and attrib- 
utes this condition not only to re- 
duced point values on some items, 
but also to the fact that there is 
no expiration date on blue points 
or tokens, and the urge to spend 
them all immediately has there- 
fore been removed. 

* * * 


With the alcohol-making holi- 
day as one factor liquor has 
already become noticeably more 
plentiful, and many a retail store 
which formerly kept its meager 
supplies well out of sight is again 
stocking its shelves. The in-sight 
stock consists mostly of unknown 
blends, but customers are not too 
fussy. One result may be in- 


creased opposition on the part of 
both retailers and consumers to 
tie-in sales of whisky and rum or 
whisky and wine, a practice which 
has been widespread despite OPA 
rulings. 
cs ak co 

Titeflex, Inc., Newark, N. J. 
manufacturer of metal hose for 
war, has gone into the consumer 
field and will promote Steam-O- 
Matic and Petipoint irons through 
Chas. Dallas Reach Company, 
Newark. 


Co-op Congress to Hear 
‘Trustbuster’ Arnold 


Judge Thurman W. Arnold, for- 
mer U. S. assistant attorney gen- 
eral, will be one of the principal 
speakers at the Centennial Con- 
gress of American Consumer-Pur- 
chasing Cooperatives, Oct. 11. 
Judge Arnold will discuss ‘Mo- 
nopolies Must Go” at the conven- 
tion to be held in Chicago Oct. 
8-13. 


|bar in 250 cities, through Kanelas 
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|Outdoor Promotes Whiz |Joins Humphrey Agency 


Paul F. Beich Company, Bloom- Sally Larkin, formerly with 
ington, Ill, is starting a 24-sheet) American Cookery has joined 
poster campaign for Whiz candy|H. B. Humphrey Company, Boston 
assistant to the radio director 


Advertising. and as advisory home economist. 


on or about september Ist 
don may, director of design 


for esquire magazine 


will open design council 


offices at 333 n. michigan 


chicago 11, IWinois 
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Colgate - Palmolive - Peet Com- 
any, Jersey City, will have an 
nusual promotion setup for Super 

uds the end of August, when 
nt Blondie,” which C-P-P took over 
1 July from R. J. Reynolds To- 
acco Company, placing it on.the 
lue Network July 21, is shifted 
ack to CBS, at the same time 
ytinuing on the Blue for three 
lore broadcasts through Sept. 1. 
Bhe program will be heard on 
BBS, starting Aug. 13, Sunday 8- 
(30 p. m., EWT, while a different 
rsion of the program will fill | 
it the company’s seven - week 
mtract with the Blue on the Fri- 
ny 7p.m. spot. Wm. Esty & Co., 
ew York, is the agency. 


Old Gold Show Signed 


P. Lorillard Company, New 
rk, using the full NBC network 
1 a 52-week basis for the “Old 
old Variety Show,” has signed | 
ranew format this fall starting 
ug. 18. Program, heard Sunday, | 
30-11 p. m., EWT, will star | 
ickie Gleason and Les Tremayne, 
th Andy Russell and Patsy Gar- 
tt. J. Walter Thompson Com- 
iny, New York, handles Old Gold | 
garets, 


G-F Shifts Show 


General Foods Corporation, New 
rk, on Oct. 8 shifts “‘Those We 
ve’ from the full NBC network, 
sday, 8-8:30 p. m., EWT, to 
BC stations, Sunday, 2-2:30 
1, EWT. Show will promote 
coffee. Agency is Young & 


7 anted by well-established 
in dvertising agency handling 
= \portant national accounts 
ie 
a in sougt 1 ot ly 
flight vi: t 
le ; { “big 
a- ing «x ll 
0. k iow i 
takin J 
- é ite tlar Write 
; J record of experience ) 
- dential, Box 4995, A R 
T 3 AGE, 100 E. Ohio St 
x1go 1], Ill 
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Hil. says: “Here is one family of ATF type doing 
a beautiful job by itself. It harmonizes masterfully 
with today’s modern layouts and illustrations. A 
contrasting note that adds just a touch of docu- 
mentary quality to story and picture is given by 


the few words in ATF Typo Seript.” 


Eminent specifiers of type constantly find their 


most inspired moods best reflected by the express- 


iveness, adaptability, and soundness of design of 


ATF’s wide range of faces. The Metropolitan 
Museum of Art considered this nationally recog- 
nized series of more than fifty newspaper and 
trade magazine advertisements so smart and 


original that it asked for proofs of them all. 


Hie He 
(Aire) AMERICAN S yf SP mndlows bot, SEO S AO OOO R asus 


ATF Dodonis 


DON MAY Dovecl: ” of Design, Csgusne 


Have you a copy of the ATF Red Book 
of Types ? If not, send for one on your 
letterhead. Also, single page showings 
including complete alphabets of the 
following and other ATF type faces. 


Bernhard Modern Bold 
Gayle 
HUXLEY VERTICAL 
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Boston’s 
Only ALL-DAY 


Newspaper... 


... is the only Boston Newspaper bring- 
ing its readers, within a single year, such 
first-flight best-sellers as: “The Battle Is 
the Pay-Off,” “Moscow Dateline,” “At- 
tack Can Win in °43,” “Balcony Empire,” 


> “Last Train from 


Berlin,” “Queens Die Proudly,” “The 


Mountains Wait,” “See Here, Private 


“Suez to Singapore,’ 


Hargrove,” “Queen of the Flat-Tops” and 


others. 


*All comics, editorials. columns, cartoons and other features appear in A.M. GLose and in P.M. Giose. Result: 
Your advertising is read by two different but equally responsive groups — one in the morning; one in the evening 


... practically no duplication. 


The Boston Globe 


MORNING + EVENING + SUNDAY 


OLD 


NEW 
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AFTER THE we 5 


MESSAGE FROM HOME — Uncle 
Sam's servicemen in London see a fa- 
miliar trademark in this Walk-Over shoe 
sign in Piccadilly Circus. The display 
was originated by Outdoor Advertis- 
ing Incorporated for George E. Keith 
Co., Walk-Over manufacturer. 


WORK ON A FARM 
€ JOIN U.S. CROP CORPS’ 


rome Fotemsame Serves Same Calange of dptcaane PS 


tom a Te ceed <ee 
ie 


. 


RECRUITER—As part of its contribu- 
tion to various essential war theme ad 
drives, National Biscuit Co. is distrib- 
uting this full-color lithographed pos- 


ANTZEN SALESGIRL—The Jan girl, by Varga, helps sell the new Jantzen ter to food stores throughout the 


ntan lotion in this window display. The company has launched an extensive 
ampaign for the new product in Southern California. (Story on Page 49.) 


OLD 
Pillsburys 
BUCKwHEAT 
BE rancaxt ‘sour 
NEW 


country to help recruit harvesters for 


the U. S. Crop Corps. 


Cant FLOUR 


fy =, ORIGINAL 
_— . DESION 
z P 
Pillsburys ra 
ihisbear y's 
SHEEN Pillsbury’ 


FARINA 


| 
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EW FAMILY OF PACKAGES—Shown here are the seven old and new packages for Pillsbury products, with the related 
line, featuring a new trademark, to appear in stores this fall. (Story on Page 25.) 


M CONFAB—CBS' acting director of engineering, William Lodge, and Howard Lane, manager of station rela- 
1 a discussion of FM and television which marked the first meeting of CBS affiliates for the 3rd district, with WTOP, 
ton, D. C., as host. Executives at the July 26 meeting are, s2ated, left to right: Jim Robertson, WDEJ, Roanoke; 
ds and C. T. Lucy, WRVA, Richmond; Howard Lane and William Lodge, CBS, New York; Eve Leonard, WFMD, 

Md.; and Stanton Kettler, WMMN, Fairmont, W. Va. Standing: R. P. Jordan, WDBJ; George Lewis, WCAU, Phila- 


‘ Julias Thiel, WFMD; L. W. Milbourne, WCAO, Baltimore; Maj. Laurence Leonard, WFMD: J. T. Gelder, WKWK, 
fe 1g; O. E. Robinson, WCHS, Charleston; Robert Hough, WMMN:;: J. C. Burwell, WMBS, Uniontown: Carl Burklund, 


WTOP; and M. L. Jones, WCAO. 


SALES CONFEREES—Sales, advertising and merchandising plans were outlined 
at the two-day Cream of Wheat sales conference held in Minneapolis. Left to 
right, front row, are: L. H. Kassel, Fort Worth; E. R. Shopp, division manager, 
Chicago; R. T. Weinrich, division manager, New York; G. B. Clifford, treasurer; 
and G. V. Thomson, vice-president. Back row: M. Halbert, division manager, 
Seattle; E. A. Cashin, BBDO vice-president; R. Helmerichs, medical contact: 
Bobb Chaney, BBDO account executive; W. F. MacFeely, division manager, 
San Francisco; J. C. Cornelius, executive vice-president, BBDO; and D. F. Bull 
Cream of Wheat president. 


‘BEST COSTUMED'—Munsingwear, Inc., was judged the grand sweepstakes 

winner for this float, called the "best costumed entry" in Minneapolis’ 5th 

annual aquatennial parade. A queen and mermaid attendants, picked from 
mill and office workers, lent their glamor to the display. 


CAMPAIGN CONFERENCE—Executives of Paul F. Beich Co. and Kane Adver- 

tising get together on plans for the advertiser's return to outdoor advertising this 

fall for Whiz candy bars. Left to right: William H. Kinsall, general manager, 

Kane Advertising; Wm. H. Gersie, account executive, Outdoor Advertising In- 

corporated; Carl E. Behr, vice-president and general sales manager of the Beich 

Company; G. W. Straub, western art director, OAI; and Paul M. Beich, gen- 
eral manager, Paul F. Beich Co. 


WACS FIFTH AVENUE—Window display of the “most glamorous recruiting 

station in the world’ has been devised by United States Time Corp. to identify 

the 2,000 square feet of space from the companys New York sales headquarters 

given to the Wac. U. S. Time welcomed the Wac with an ad in the New 

York Times, with copy stressing the theme “Watch the Wacs and Watch 
Ingersoll 
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the Sun sells* 


In July The Sun was able to supply 
an average of 336,215 copies of The 
Daily Sun to Chicago morning news- 
paper readers—a substantial increase, 
but still not enough to satisfy the 
rapidly growing demand for The Sun. 


The Sun would like to supply copies to all who 
want to buy it. It cannot, at this time, because 
newsprint is scarce and The Sun must cooperate 


with the government in the current shortage. 


People are demanding The Sun because they 
approve of The Sun’s straight handling of the 
news. They like The Sun’s complete coverage of 
the news by a crack reporting staff and leading 
wire services from all parts of the world. They 
respect The Sun’s fairness in giving freedom of 


opinion within its columns to its writers. 


They admire The Sun’s readability which this 


year, among L150 daily newspapers, won the 
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coveted F. Wayland Ayer Cup for excellence in 
typography, make-up and press work. 


To advertisers, this intense reader interest and 
demand for The Sun has been demonstrated in re- 
sults out of all proportion to The Sun’s circulation 
and cost. It proves, both now and for the future: 


1. You need The Sun in any newspaper com- 
bination to cover Chicago completely, eco- 
nemiically and efficiently. 


2. By using The Sun alone you can make a 
tremendous impact against America’s No. 2 
market with a relatively small expenditure. 


CHICAGO’S MORNING TRUTHpaper 


National-Representatives: THE BRANHAM COMPANY, CHICAGO: 360 North Michigan Ave. * NEW YORK: 230 Park Ave. 
Atlanta, Charlotte, Dallas, Detroit, Kansas City, Los Angeles, Memphis, St. Louis, San Francisco 


NEWSPAPERS GET 


IMMEDIATE ACTION 


ee 


400 W. Madison St., Chicago 
250 Park Ave., New York 
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